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Rough Proofs 


A well-known research expert says 
the competitive radio addresses of 
Brothers Landon and Hoover are a 
sort of national unpopularity con- 
test. 

a oe 


Ambassador Bingham blames the 
stock market break on those pessi- 
mistic Wall street boys. If that is it, 
they seem to have justified their 
pessimism. 

vvwey 


Rough Proofs agrees with the Am- 
bassador, but suggests that all the 
brokers were trying to do was to 
stir up a little excitement in behalf 
of the unemployed margin clerks. 


7" + ¥ 


Conventioneering being the favor- 
ite sport of advertising men, why 
doesn’t Professor Carnegie spend a 
little of his spare time teaching them 
to pronounce “statistics”? 


7 = w 


The most successful magazine 
story, Dr. Gallup reports, was enti- 
tled, “Love in the Moonlight: The 
Story of a Woman Who Knew What 
She Wanted, and Got It.” If the 
product was as good as the advertis- 
ing, the readers had their money’s 
worth. 

oe a 


The Montague case proves once 
more that truth crushed to earth 
will rise again, especially if it has 
been able to assemble a few influ- 
ential friends. 


Y V-Y 


Mobile, Ala., boasts a Conception 
street, and explains that the produc- 
tion isn’t limited to ideas. 


a ee 


“High Meat Cost Spurs Support of 
Substitutes.” 

They make their appearance on 
Monday, following Sunday’s roast 
beef and baked ham. 


~~ @ 


Taking a cue from the third com- 
mandment, the Newspaper Guild is 
picketing retail stores, thus visiting 
the sins of the publishers upon the 
advertisers, even unto the third and 
fourth classifications. 


7 F F 


At last this chaotic old world be- 
gins to settle down to a semblance 
of normaley, with the Literary 
Digest again doing business at the 
old stand under the signature we 
have always known. 


* FF F 


Edwards & Deutsch show Jantzen 
posters for 15 years to prove the 
customer was perfectly suited, but 
what the series really proves is that 
Progress in this industry consists 
merely of showing constantly less 
suit and more girl. 


~~ = 


With beautiful secretaries selling 


their tough old bosses on sound 
insulation, as Celotex advertising 
reports, no wonder the business 


equipment manufacturers are rush- 
ing to advertise to the operatives. 


* FF 


Fight to five, though, that the 
business man who orders sound in- 
Sulation to please his secretary is 
sull arguing with his wife that they 


can’t afford to Celotex the attic this 
Season. 


Copy Cus. 


GOVERNOR STARK 
HAILS THE POWER 
OF ADVERTISING 


Missouri Chief Tells Outdoor 
Men Consistency Is Jewel 


St. Louis, Oct. 26.— Advertising 
was hailed today as a great business 
force and public service by the chief 
executive of Missouri, Gov. Lloyd C. 
Stark, who welcomed the Outdoor 
Advertising Association of America 
to St. Louis at the opening of its 
47th annual convention. 

Gov. Stark is the head of the fam- 
ous Stark Nurseries, of Louisiana, 
Mo., whose advertising during the 
past 25 years has made the cnter- 
prise a great business success. He 
asserted that the company which 
builds a success through advertising 
and then discontinues its efforts is 
cutting its own throat. 

The chief executive of Missouri as- 
serted that his own state has found 
that its famous slogan, “I’m from 
Missouri, you’ll have to show me,” 
along with the Missouri mule, has 
accomplished wonderful advertising 
in bringing the commonwealth world- 
wide fame. 


Case of Sapolio 


“Advertising is the life-blood of 
trade,” said the governor, “especially 
in a country so large and with so 
many peculiar problems as our own. 
All of us can recall products, such as 
Sapolio, which by means of adver- 
tising had become almost household 
words. Then, with success attained 
and millions pouring in, some short- 
sighted executive would suddenly de- 
cide, ‘Too much is being spent for 
advertising,’ thereby taking steps 

(Continued on Page 31) 


Hill Brothers 
to Launch New 
Sample Drive 


New York, Oct. 28.—Applying the 
results of a series of tests which 
showed that housewives will repeat 
their initial purchase in larger sizes, 
Hills Brothers Company today an- 
nounced a combination sample offer, 
featuring Dromedary Dates. 

The sampler combination is to con- 
sist of a package of dates wrapped 
together with either a package of 
Dromedary Cocoanut or Dromedary 
Tapioca. It is believed that the dis- 
play of the product, coupled with 
the sampling idea, will result in an 
increase in repeat sales of larger size 
packages. 

An added inducement to the trade 
will be a special 5 per cent adver- 
tising allowance. Store display ma- 
terial is also being supplied. 
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ADVERTISING SPONSOR 


—Photo, Courtesy St. Louis Globe-Democrat 
Gov. Lloyd C. Stark, who emphasized 


value of consistent advertising. 


Spiner Urges 
New Rates for 
Outdoor Field 


St. Louis, Oct. 28—Reduction of 
the agency commission from 163% to 
15 per cent and overhauling of the 
rate structure to encourage wider use 
was reconimended to the Outdoor Ad- 
vertising Association of America to- 
day by L. H. Spiner, advertising 
manager, Shell Petroleum Corpora- 
tion in an address at its session on 
national advertising. Other speakers 
were George F. Tilton, advertising 
manager, Anheuser-Busch, Inc.; H. 
K. McCann, president, McCann-Erick- 
son, Inc.; George C. Dibert, media 
director, J. Walter Thompson Com- 
pany, and R. H. Dick, Barrington As- 
sociates, New York research organi- 
zation. Kerwin H. Fulton, president, 
Outdoor Advertising, Inc., presided. 

Mr. Spiner asserted that the 5 per 
cent commission on which Outdoor 
Advertising, Inc., the industry’s sales 
agency, operates, is inadequate, and 
the simplest way to augment it is to 
cut the agency commission. Agen- 
cies would benefit, he contended, 
from the larger volume developed by 
efficient promotion. 

Mr. Spiner, who said that 27 per 
cent of the Shell appropriation went 

(Continued on Page 31) 


Westinghouse, York In 


Home Air Conditioning 


Copy. Public 
Relations Are 
ANA Highlights 


Hot Springs, Va., Oct. 29.—In the 
presence of the largest gathering of 
national advertisers, agency and 
media representatives in its history, 
the Association of National Adver- 
tisers this week conducted its 28th 
annual convention at The Homestead 
here, delving into the problems of 
rising advertising costs, media selec- 
tion, agency-client relationships and 
the broader aspects of legislative 
trends and public relations. 

Urging business to look upon its 
admitted need of a constructive pub- 
lic relations program in terms of a 
marketing problem which must be 
solved by means of accepted market- 
ing technique, instead of an assign- 
ment completely isolated from its 
regular advertising and merchandis- 
ing activities, Lewis H. Brown, pres- 
ident, Johns-Manville Corporation, 
New York, delivered a stirring ad- 
dress in which he asserted that the 
job is not one for a few large busi- 
ness concerns but a pressing chal- 
lenge to every busipess, no matter 
how small. ¥ 


Sees System at Stake 


“Every company that fails to do 
its part contributes to possible de- 
struction not only of its own busi- 
ness,” he said, “but also to the 
scuttling of our whole system of pri- 
vate enterprise as well as our demo- 
cratic system of government.” 

Advertising’s job is not to “sell 
industry” as an abstract institution, 
he pointed out, but to create accept- 
ance of the “brand new 1938 model 
of business” in terms of the dollar 
and cents value business delivers to 
the American public and in language 
that the masses can understand. Ad- 
vertising must shoulder part of man- 
agement’s responsibilities, he added, 
and through its creative talent sell 
the idea of “what business is doing 
for the other fellow in terms of his 


(Continued on Page 29) 


Last Minute News Flashes 


Brewers Foundation Votes Down Paid Advertising 

Pittsburgh, Oct. 29.—United Brewers Industrial Foundation, subsidized 
by the United States Brewers Association, today voted to continue its 
educational campaign under Edward L. Bernays, publicity counsel, without 
paid advertising. Total dissociation from hard liquors also was voted. 
Action was taken at annual conventions here of both foundation and 


association. 


M & R Laboratories to 


Advertise Sofkurd Milk 


Columbus, O., Oct. 29.—Reincke-Ellis-Younggreen & Finn, Inc., Chi- 
cago, was appointed by M & R Dietetic Laboratories, Inc., today, to 
launch a campaign for Sofkurd mineral modified milk. Newspaper copy 
in Chicago will break next week, with radio and additional newspaper copy 
to follow in metropolitan areas as distribution is procured. 


Weiland Named Sohio Advertising Manager 
Cleveland, Oct. 29.—John Weiland, formerly manufacturing depart- 
ment industrial relations manager, today was named advertising manager 
of Standard Oil Company of Ohio, succeeding Archie H. Knapp, resigned. 


Hunt Dies Suddenly 


at ANA Convention 


Hot Springs, Va., Oct. 29——E. Kenneth Hunt, advertising manager of 
the Champion Paper & Fibre Company, Hamilton, O., died suddenly last 
night of coronary thrombosis while attending the convention of the Asso- 
ciation of National Advertisers. 


jing system, 


NEW ENTRANTS 
GIVE EMPHASIS 
TO WIDE FIELD 


Association Conclave Stresses 
Educational Need 


Chicago, Oct. 29.—Growing interest 
in the “scarcely touched” field of 
residential air conditioning, em- 
phasis on long range planning and 
continued stress upon educational 
themes in advertising were high- 
lighted for the industry today by ex- 
ecutives of major companies as they 
wound up the annual convention of 
the Air Conditioning Manufacturers’ 
Association. 

Coincidentally entry in the field of 
residential air conditioning was an- 
nounced by Westinghouse Electric & 
Mfg. Company and the York Ice Ma- 
chinery Corporation, York, Pa., evi- 
dencing new attractiveness of the 
field. Sales.far associat 
alone, it was reported, will approxi- 
mate $85,000,000 for 1937 as com- 
pared with $53,000,000 in 1936. 


To “Police” Copy 


The advertising committee of the 
ACMA, according to William B. Hen- 
derson, executive vice-president, will 
enlarge its activities as an advisory 
bureau on copy themes for use by 
individual members and in mainte- 
nance of existing copy standards as 
set down by the Federal Trade Com- 
mission and the Bureau of Stand- 
ards, Department of Commerce. The 
committee will likewise co-operate 
with the FTC and Better Business 
Bureau in the “policing” of copy 
which is misleading or which ad- 
vertises as “air conditioning” equip- 
ment that does not meet the FTC 
standards. 

The FTC specifies that equipment 
so dubbed must de-humidify, cool and 
circulate the air in summer and 
humidify, warm and circulate the air 
in winter. Cleansing is advanced as 
a desirable factor in both instances. 


Price is Emphasized 


Comfort, economy and health were 
advanced as leading sales appeals for 
air conditioning. Another factor, that 
of meeting sales resistance because 
of price, was cited by P. Y. Danley, 
manager of Westinghouse’s refrigera- 
tion and air conditioning depart- 
ment. 

“We think that a fictitious figure 
has been set up in the mind of the 
public regarding the cost of air con- 
ditioning and that it is nowhere near 
as expensive as the majority be 
lieve,” Mr. Danley said. 

In merchandising residential air 
conditioning as a packaged unit, Mr. 
Danley said, Westinghouse will con- 
centrate upon the market comprising 
new homes, costing from $5,000 up. 
These units, he said, will cost no 
more than the price of a good heat- 
and for the average 
house, no more than a medium priced 
automobile. 

J. J. Donovan, manager of the air 
conditioning department of the Gen- 
eral Electric Company, Bloomfield, 
N. J., advanced the belief that health 
is the actual primary appeal of air 
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conditioning although comfort and 
economy have been most eloquent 
themes in copy aimed at the gen- 
eral public and business men, respec- 
tively. 

“I believe that, for the industry as 
a whole, advertising must continue to 
follow an educational trend,” he as- 
serted. “It will sell the idea of air 
conditioning rather than the prod- 
uct for some time to come. 


Must Overcome “Abuses” 


“Several abuses exist which must 
be overcome, but I do not include in 
this the application of the term ‘air 
conditioned’ to other products in 
such varied fields as bread, hats, face 
cream and gloves. I don’t believe 
this actually harms our industry.” 

Describing the move to broaden 
the York Ice Machinery Corpora- 
tion’s scope in the field, S. E. Lauer, 
vice-president and general sales 
manager, said, “Because of the grow- 
ing demand for year-round residen- 
tial air conditioning systems, exten- 
sive development work was under- 
taken that resulted in a heating unit 
that met our requirements.” 

An intensive advertising and sales 
promotion drive will back up the 
York year-round air conditioning sys- 
tems, of which a new oil-burning 
boiler is the company’s initial step, 
he said. These systems will likewise 
be designed so that the purchaser 
may, if he chooses, first install win- 
ter air conditioning and then later 
add summer conditioning at a mini- 
mum of expense. 


Schuler Appointed 
H. S. Schuler, formerly with 
Ketchum, McLeod & Grove, Inc., 
Pittsburgh, has been appointed divi- 
sion manager of industry advertising 
of Westinghouse Electric & Mfg. 
Company. 


Norment Transferred 


A. G. Norment has been trans- 
ferred from the Birmingham office of 
Progressive Farmer and Southern 
Ruralist to its Western sales staff in 
Chicago. 


Newark Stores 
Make Test of 


Minimum Price 


Newark, Oct. 26.—Two department 
stores and four smaller retailers 
were directed in court today to show 
cause why they should not be re- 
strained from selling products dis: 
tributed by McKesson & Robbins 
below stipulated prices. The case is 
said to be the first of the kind since 
passage of both a state and national 
price maintenance act. 

Hahne & Co. and Hearn Depart- 
ment Stores, Inc., are the department 
stores named as defendants. Others 
are Weissbard Brothers, operating 
three drug stores here; Charmley 
Drug Shop; Henry Wolf, Meyer 
Goodman and others trading as Car- 
roll Cut-Rate Perfumer. 

McKesson & Robbins, acting for 
other manufacturers of nationally 
advertised merchandise, as well as 
itself, represented before Vice Chan- 
cellor Stein that the defendants 
knew that both it and other compa- 
nies had fixed minimum resale prices 
for their products, but that despite 
this information, all continued to cut 
prices below the minimum. 

Others interested in the case be- 
cause distributing through McKes- 
son & Robbins are Norwich Pharma- 
cal Company, Gillette Safety Razor 
Company, Vita-Ray Company, Pro- 
phy-lac-tic Brush Company, Eli Lilly 
& Co., and Weco Products Company. 


Shoe Workers Protest 
Lowering of Tariff 


A total of 3,920 shoe workers in 
three New Hampshire cities paid for 


a spread in the Courier, Rochester, 


N. H., titled “Repel This Invader.” 
It urged the public to write their 
Congressmen to protest the proposed 
reciprocal treaty with Czechoslovakia 
which would lower the tariff on 


shoes. 


Minneapolis newspapers 


The Minneapolis Star. 


65,000 Minneapolis housewives pay Star carriers out of 
their household budget each month. We haven't seen the 
latest publishers’ statements but we know this is a whale 
of a lot more home delivered than either of the other 
Circulation rates are identical, 
and The Star solicits comparison of circulation methods. 
Incidentally The Star's total circulation is now more than 

135,000—a 5,000 gain during the summer period, and a 

new high water mark even for that up and up newspaper 


National Representatives 


WEW YORK 
cwicaGe Prank Meeker 
0 N Michigan Ave £70 Madison Ave 


THE MINNEAPOLIS STAR 
OSBORN, SCOLARO & MEEKER, INC. 
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NEW OBLIGATION 
OF ADVERTISING 
TOLD BY BENSON 


Labor, Public. Relations Shift 
Picture, ANA Hears 


Hot Springs, Va., Oct. 29.—New re- 
sponsibilities being placed on adver- 
tising—labor, public relations and 
employe morale—emphasize the need 
of closer relationship between agency 
and client, John Benson, president of 
the American Association of Adver- 
tising Agencies told the 28th annual 
convention of the Association of Na- 
tional Advertisers here today. 

Mr. Benson’s speech came after 
Paul West, president of the ANA, in 
his annual report to the largest meet- 
ing in the history of the ANA, re- 
vealed membership this year climbed 
to a point above that of 1929. 

G. S. McMillan, secretary, report- 
ing on the work of the ANA govern- 
ment relations committee, also made 
the forecast that more regulation of 
business and heavier taxes are due 
during the coming year. With Con- 
gress convening in special session 
Nov. 15, he outlined more than 50 
bills about to come up for consider- 
ation which have either directly or 
indirectly a bearing on advertising 
and selling. Nine state legislatures 
also are to convene during 1938 with 
an indeterminate number of specials 
sessions, and he warned ANA mem- 
bers they might expect renewed 
attempts on the part of those who 
benefit financially by registering 
trade-marks, to have laws passed in 
various states making mandatory the 
registration of trade-marks on pen- 
alty of loss of common law rights in 
them. 


Gives Frank Analysis 


Mr. Benson, frankly analyzing re- 
lationship between advertising agen- 
cies and their clients, while stating 
that relations between the two 
groups have greatly improved in 
recent years, spotlighted six major 
causes for disharmony: 1. Untimely 
and incompetent criticism; 2. Lack 
of satisfactory contact for the agency 
with people who can decide; 3. Not 
being taken into the client’s con- 
fidence and kept informed; 4. Tardy 
and unbusiness-like handling of jobs; 
5. Putting the agency to unnecessary 
or improper expense of time, effort 
and money, and 6. Mishandling of 
the creative temperament of agency 
personnel. 

“The agency job is essentially cre- 
ative, and the creative mind is tem- 
peramental,” Mr. Benson said. “One 
of the big problems for us both is to 
handle temperament. It loves to be 
praised; it resents being criticized; 
it is impatient with routine, and 
when it loses its morale it ceases to 
produce. 

“We have but two things to sell, 
time and talent. They both cost 
money and they have to earn their 
own keep. Most clients want us to 
make a profit, but they often do not 
know what talent really costs, nor 
how to use it—another frequent 
cause of friction.” 


Cites New Responsibilities 


Emphasizing the new obligations 
of advertising, he declared that “the 
way advertising is becoming in- 
volved in other functions of a busi- 
ness than selling, such as_ labor, 
public relations, and employe morale, 
has put more emphasis on the out- 
side point of view which is the 
agency’s stock in trade. Whether the 
agency wants it or not, whether 
equipped for it or not, it is being 
thrust into the very vitals of man- 
agement. 

Mr. Benson decried the practice of 
having agencies submit speculative 
copy and plans without payment in 
soliciting accounts. He suggested 
that the ANA co-operative with agen- 
cies in reducing that waste, which, 
he pointed out, often sucks money 


that should be devoted to the service 
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Using a baby bottle and tuning headline 

to the illustration, Continental Oil Com- 

pany timed full page newspaper copy 

through Tracy-Locke-Dawson, Inc., to the 
winter changeover season. 


of existing clients. Speculative work 
of this kind is usually sheer waste, 
he observed, often designed to please 
the client rather than solve his prob- 
lems. If the agency is hired, he 
added, almost invariably new plans 
and copy are needed. 


Free & Peters Are 
Appointed by WCKY 


Station WCKY, Cincinnati, one of 
the last of the big independent sta- 
tions to handle national advertising 
sales directly, has appointed Free & 
Peters, Inc., as national advertising 
representative. 

The appointment is effective imme- 
diately. 


Shute to Dodge 


Clyde Shute has joined F. W. 
Dodge Corporation, New York, as 
manager of the statistical and re- 
search division. He was formerly 
with the United States Gypsum Com- 
pany, Chicago. 


Honor Brand to 
Open Campaign; 
Ayer Is Named 


New York, Oct. 27.—First step in 
the development of the sales program 


recently outlined by Honor Brand | 
Frosted Food Corporation, aiming at | 7 
a volume of $3,000,000 for the coming | 

year, was taken here today with the | 


appointment of N. W. Ayer & Son, 
Inc., as agency in charge of advertis- 
ing for the company’s complete line 
of fruits, vegetables, poultry, fish and 
meat. 

Announcement of the agency ap- 
pointment was made by Max Water. | 
man, president of the Honor Brand | 


company, and head of Waterman é ' 


Co., produce purveying company. He 
said that arrangements have already 
been completed with leading packers 
throughout the country for market- 
ing Honor Brand frosted products on 
a record scale during 1938. For a 
number of years the Waterman com- 
pany has been supplying frosted 
foods to hotels, restaurants, clubs, 
steamship lines and railroads, he 
added, and this business will be con- 
tinued along with the development 
of consumer sales. 

Realization of the $3,000,000 sales 
goal would represent a gain of 60 per 
cent for Honor Brand over last year, 
and would place the company in a 
strong position as leading competitor 
of Birds Eye Frosted Foods, subsidi- 
ary of General Foods Corporation. 

Honor Brand promotion plans are 
now being worked out, with Earl B. 
Thomas of the N. W. Ayer New York 
office as account executive. 


Campaign for Brandy 


Plans for a newspaper and maga 
zine campaign for Armagnac de 


Caussade brandy have been prepared 


by C. Frederic Bell & Co., New York 
for Park, Benzinger & Co., Ine, 
American distributor of the Marquis 
de Caussade interests. 


ANNUAL DEALERS 


AND CONTRACTORS 
CATALOG AND 
DIRECTORY... 


| ed sayy § 


if Pre eone OT Tee DanseR Yers Pree tT ORee 
Beltdiong Mareriale Seilding Eperwment, : Sampling | 
i SS s ms: Ee are 


Pracricat Bi BUILDER | 


| tah Note Now: 


Reach more than 15,000 
lumber and building supply 
dealers . . . make your cat- 
alog available to upward of | 
70,000 building contractors | 
through 1938 . . . in the only || 
centralized source of buying 
information designed speci- 
fically for dealers and con- || 
tractors .. . the March 1938 || 
Catalog and Directory 
edition of BUILDING | 
SUPPLY NEWS ... || 
complete buying guide that 
will answer every question concerning sources of sup- | 
ply for building products’. and equipment _ sold 
through the dealer. Over 15,000 copies will reach all 
live dealers and for use of their contractor customers. 


+ « « « at no advance over regular 
BUILDING SUPPLY NEWS space rates 


Reserve space NOW. Write for full details of the most complete 
coverage of dealers and contractors ever provided. Write today to 


BUILDING SUPPLY NEWS, 59 E. VAN BUREN STREET, CHICAGO 


Publishers of 
PRACTICAL BUILDER 


each 
building contractors (to be 70,000 
after January Ist) and reaching 
these vital purchasing and speci- 
fying factors at the lowest pos- 
sible cost per thousand contrac- 
tors. 
contracts starting later than Jan- 
uary, 1938, issue. 


month reaching 60,000 


New rate card in effect on 
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Crono 
Mc wy eek] 
Metropolitan, 3 eekly 
220 EAST 42nd STREET. NEW YORE CITY 
MUrray Hill 2-1574 
BALTIMORE 
SUN 
BOSTON 
GLOBE , ANNOUNCEMENT 
BUFFALO 
TIMES ‘ 
CHICAGO As of October 7, 1937, the status of the major group 
TRIBUNE ; ies 
CLEVELAND circulations is as follows: 
PLAIN DEALER 
DETROIT Circulation Sections 
NEWS . AeB.Ce 3/ 31/37 offered 
NEW YORK 
NEWS . 
PHILADELPHIA le Metropolitan 8,869,629 Comic or Gravure 
INQUIRER os 
PITTSBURGH 2e Metropolitan 730895155 Comic or Gravure 
PRESS an 
ST. LOUIS 3e Hearst American Wekly 63761,9h9 Magazine 
0 GLOBE-DEMOCRAT 
iy WASHINGTON he Hearst Puck 5 1717 3018 Comic 
of | STAR | . 
rs || | + Se This Week 592705622 Magazine 
, | Additional or Alternate Papers 
‘- lt 6 
m- | 
38 |, = BOSTON 
ry) HERALD 
Gis BUFFALO 
o ' | COURIER-EXPRESS 
p-| to CHICAGO 
yld | TIMES 
all || DETROIT 
“i _—— "owee *Including optionals 
| seesae sarewes **Not including optionals 
“ | ST. LOUIS ***Including hon=Hearst additionals 
G0 POST-DISPATCH 
WASHINGTON 
POST 
rR 
0 
0 
" 
A METROPOLITAN SUNDAY 
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White Named 
President of 


Rickard & Co. 


New York, Oct. 27.—Rickard & Co., 
Inc., today announced the election 
of James R. White as president, 
to fill the vacancy created’ by 
the recent death of W. L. Rickard, 
the founder. Julian Gran, who has 
been connected with the agency since 
its establishment 25 years ago, was 
named general manager. 

Mr. White has been an advertising 
and sales executive in New York for 
the past 18 years. During that time 
he served as vice-president of Rick- 


ard & Co.; vice-president and sales 
director, Jenkins Bros., valve manu- 
facturer, and as publishing director 
of Conover-Mast Corporation. Pre- 
viously he was sales promotion man- 
ager of the Detroit Journal. 


Walter Morris Named 


Howard L. Fisher and E. C. Mayer, 
both of whom have been connected 
with Rickard for more than 15 years, 
continue as vice-presidents. C. D. 
Prutzman remains as account execu- 
tive, a position he has filled for the 
past 12 years. Walter G. Morris has 
been appointed manager of publica- 
tion production; David M. Howell, 
manager of printing production; and 
William P. Meigs, Jr., and C. C. 


Bank Promotion a Success 

A 40-inch display advertisement in 
New York English and foreign lan- 
guage newspapers has decreased the 
number of unclaimed savings ac- 
‘ounts in the Bowery Savings Bank, 
New York, 18 per cent. 


Norris Ad vanced 


Ernest E. Norris, vice-president of 
the Cincinnati, New Orleans and 
Texas Pacific Railway Company, has 
been elected president succeeding 
Fairfax Harrison, resigned. 


Fiscus in New Post 
Gordon W. Fiscus has joined the 


art staff of Sidener & Van Riper. 
Inec., Indianapolis agency. He was 


formerly with Ford, Browne & 


Agate, account executives. 


Jathews, Chicago. 


NEW FRIGIDAIRE 
MODELS READY, 
90 DAYS EARLY 


Advanced Date Allows Strong 
Holiday Promotion 


Dayton, O., Oct. 28.— Advancing 
introduction of its 1938 household 
refrigerators to a date three months 
earlier than has been its custom, 


REACH THE 


MAN ano 


WOMIAN, too , 


Get your story 
into the Home 


homes and families. 


THE ‘ 


The more people in a home that see and read an 
advertisement, the more likely it is to result in a 
sale. So many products require approval of the 
entire family before the actual purchase is made. 


In New York, The Sun sells merchandise for ad- 
vertisers because it is so effective in reaching 
Throughout the market's 
good residential areas, in both city and suburbs, 
The Sun leads in home and family-readership. 
And the kind of New York family it reaches is 
important to advertisers also. The Sun has a 
special appeal for the younger, more active 


Black Star 


where it reaches the ENTIRE HOUSEHOLD 


people. Surveys show that it is strongest among 
car-owning families and customers of chain 
grocery and department stores. 


The Sun does a multiple selling job for adver- 


tisers. While it can successfully sell items bought 
by individual men or women, The Sun has the 
additional value of being able to influence entire 


households. 


Frigidaire Division, General Motors 
Corporation, will put its new models 
on display at the General Motors’ ex- 
hibit at the Waldorf-Astoria Hotel in 
New York City and the fall buyers’ 
market at the American Furniture 
Mart in Chicago Nov. 1. 

First showings to the trade fol- 
lowed by only 72 hours a preview at 
the Dayton Art Institute attended by 
more than 500 district representa- 
tives, district general sales managers 
and district managers and distribut- 
ing organization heads. These key 
men were given complete informa- 
tion covering the 1938 Frigidaires 
and left Dayton late last week for 
their respective districts in the 
United States and Canada to prepare 
for immediate showings for Frigi- 
daire’s retail organization of more 
than 7,000 specialty dealers, depart- 
ment and furniture stores and public 
utilities. 

Operating Expense Lower 


Fifteen models make up the 1938 
household lines. The outstanding 
feature of the 1938 models is a major 
slash in operating costs made possi- 
ble by several basic developments in 
the design and construction of both 
the mechanical units and the cabi- 
nets. This lower operating expense 
will be heralded in advertising. 

The reduction, copy will explain, 
has been made possible by a new 
type of cabinet insulation, which 
provides a decided increase in resist- 
ance to heat leakage. Advertising 
will dub the Frigidaire compressor 
“the silent meter-miser,”’ stressing 
non-obtrusiveness as well as econ- 
omy. 

In a message to the Frigidaire 
organization, E. G. Biechler, general 
manager, said that the change in 
production schedules allows the deal- 
ers to capitalize the Christmas buy- 
ing season with new models, and 
gives them a flying start on the new 
year. 


KELVINATOR PREDICTS 
VOLUME MARKET IN ’38 


Detroit, Oct. 28.—The refrigerator 
market is following the pattern 
established by automobiles and re- 


N 


so 


placements will exceed new installa- . 


tions in the not distant future, in 
the opinion of Marvin S. Bandoli, 
refrigeration sales manager, Kelvin- 


ator Division, Nash-Kelvinator Cor- 
poration. 
Mr. Bandoli said, however, that 


the bugaboo of saturation is still re- 
garded as a myth by analysts. The 
sales potential for 1937 is fixed at 
2,500,000, with replacements account: 
ing for only 650,000, however. New 
installations are estimated at 1,000, 
000, and the remaining 850,000 repre- 
sent a backlog of homes as _ yet 
unsold. 

The volume market expected in 
1937 will embrace low-income fam: 
ilies which take several years to 
reach a decision, Mr. Bandoli_ be 
lieves. 


Names McCann-Erickson 


Columbia Axle Company, Cleve 
land, has appointed McCann-Frick- 
son, Inc., Detroit, to handle its ad- 
vertising. 


SOUND 
COPY-TESTING 


Do you know The Family 
Circle Magazine's tech- 
nique for testing copy? 
Proven foolproof, it tests 
four different ads(you buy 
space for only one) by 
submitting them in the same issue t0 4 
jury of 1,477,000 housewives. @ Each 
ad gets the same “‘exposure,”’ evenly 
spread, coast to coast. Keyed returns 
quickly tell which ad is best. Cost 's 
amazingly low. @ Copy-testers have 
found response so high that they fre- 
quently keep us on their regular list. 
Write tdata,400Madison Av.,N.Y.C. 
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GOOD THINGS 
happened fo c 


PICTORIAL REVIEW 
in 1937 


his has been an eventful year for Pictorial 

Review. People are talking about its 
forward march, and they should talk... because 
such strides as ours would be front-page news 
in any industry. 


A publisher always finds it pleasant to report 
progress, especially when that progress embraces 
all major departments with equal effect...editorial, 
circulation, advertising. 


The editorial stature of Pictorial Review has 
gained much strength in twelve months. The 
book-length novel...a costly innovation for a 
woman’s magazine...is now accepted, and we 
knew it would be, as a sound publishing venture. 
Last May, for the first time in this field, our 
editors pioneered courageously with a frank, 
down-to-earth discussion of social diseases...and 
in other issues published forceful articles on such 
daring subjects as abortion and the menopause. 


The reader response to editorial enterprise of 
this high order was prompt. In February, for the 
first time ever, Pictorial Review newsstand sales 
passed the magical half-million mark. In May, 
with the oldest woman’s magazine joining forces, 
Pictorial Review-Delineator reached the highest 
circulation point in the history of this field... 


3,063,293 copies. Newsstand sales climbed to 
another all-time record of 538,000 in May...and 
did not stop. June was 563,000, July 565,000, 
August leaped to 620,000 and September hit a 
new peak with 675,000 copies. 


A most satisfying phase of publishing is the 
certainty with which advertising recognition is 
accorded the magazine that is going places. In 
this sense, our current experience is not unique. 
There have been 152 new advertisers in Pictorial 
Review-Delineator this year, an astonishing round 
of applause which has resulted in advertising gains 
for eleven consecutive issues and a cumulative 
linage increase of 26% for the year. No other 
woman’s service magazine came even close to 
maintaining this smart pace. 


Ww Ww Ww 


Much of what we say here has been said month 
by month during 1937. With the publishing year 
ended, however, we believe this summing up will 
be of interest to advertisers and agents seeking a 
more effective use of the advertising dollar in 1938. 


On the basis of the record for this year Pictorial 
Review-Delineator becomes the outstanding 
buy in the woman’s field for the year to come. 


Pictorial Review 
4 om Delineator « 
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enjamin Pulver owns nine 
inclair stations in and about 
ansing. ‘I read Liberty—in 
ict, it's my favorite maga- 
ine,"’ says Mr. Pulver. 


idward VanDervoort, one 
f three brothers who run 
he largest hardware outlet 
n Central Michigan. Fish- 
ng is Ed’s business and his 
robby. He also handles 
Westinghouse Refrigerators, 
temington and Winchester 
Lifles. ‘‘Naturally, I look first 
or stories and articles with 
sports angle,’ says Mr. 
7anDervoort. 


District Manager Otto C. 
Benjamin supervises 45 first 
grade outlets for the Kroger 
Grocery & Baking Company. 
He likes Liberty for “its 
wide-awake, progressive 
outlook and modern ideas 
about life.”’ 


George E. Knight, Norge Sales & 
Service, handles Stromberg-Carl- 
son Radios as well as a complete 
line of Norge Appliances. He says, 


“I've been a weekly reader of 


Liberty for six years solid. I like 
good fiction, but find myself read- 
ing a lot of other things.” 


Photographic Illustration, Inc. 


R. E. Olds and Frank Clark finished the first Oldsmobile 
in 1897. This year, the great Olds’ factories turned out 
225,679 cars, highest production in its history. 


“:::. 


Charles E. Ecker, attorney for 
the Olds’ interests, is President 
of the Ingham County Bar As- 
sociation and chief executive for 
R. E. Olds Co. He says, “In read- 
ing Liberty, I am particularly 
interested in what you are doing 
to rouse public interest in the 
crime problem.” 


J. W. Wilford, President of the 
Bank of Lansing, is identified 
with many civic movements in 
Lansing. He is an enthusiastic 
Liberty reader, says, “Liberty 
makes the most important top- 
ics simple and quick to read.” 


Looking west along Michigan Ave. at the State Capitol. 
The Olds Hotel is on the left, and across the way the 
Bank of Lansing. Many of Lansing’s business estab- 
lishments are located on Washington Street, which 
intersects Michigan Ave. at this point. 


PHOTOGRAPHS SPECIALLY TAKEN 
FOR LIBERTY BY ROBERT W. LEAVITT 


As publisher of the 82-year old 
State Journal, Paul A. Martin 
appreciates good reporting and 
good writing. He reads Liberty 
regularly, likes the short, terse 
handling of fiction. 


Ray Potter, President of tbe 
Lansing National Bank, ne 
“I like Liberty because it 8% 


me what I want in crisp, ©” 


cise form. It comes into ™ 
home every week.” 
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IFE BEGAN in Lansing just a hundred years ago. 
The original settlers threw a dam across the 
River Grand ... people came... buildings rose 
... business boomed. Ten years later, the 
Michigan legislature moved from Detroit and 
Lansing became the state capital. 

But although Lansing payrolls list 18,000 
workers, although government and legislators 
meet here, although Michigan State musters 5,000 
students, Lansing is not a factory town, a politi- 


cal camp, or a college town. This city of 85,000 
is well-balanced and well-rounded. It is another 
community typical of “worthwhile America.” 


Weleashile in Michigan 


You'll see the local importance of national maga- 
zines. For most.of the business, social and civic 
leaders read magazines. And almost all of them 
find in one of the three big weeklies — Liberty, 
Collier’s and The Saturday Evening Post—the 
viewpoint toward life that is their own. In 
Lansing, Liberty alone is read by four out of ten 
members of the business clubs. 

It is what the readers—and the public at large 
— think of a magazine that makes an advertisement 
something more than printing. For reader con- 
fidence and public reputation carry over into the 
advertising pages. These interviews, among the in- 


Lansing’s most promine 
businesswoman is Mrs. Ali 
Alexander, one-time head 

the Corporation Divisio 
Michigan State Departmes 
now practising attorney. Sl 
rarely misses an issue + 
Liberty, likes ‘‘the articles ¢ 
social problems, national : 
fairs, and the editorials.” 


Visit Lansing, and you'll sense the 


When you think of Lansing, you think 

Of Ransom E. Olds, founder of the 
)|dsmobile and Reo automobiles, and 

Prime factor in the developments of 
Mis community. Mr. Olds, a regular 
ader, says, “Liberty, written in terms 

Of the future, not only makes informa- 

ve and interesting reading, but stim- 
ates one’s thinking as well.” 


over C. Barnhart, President 
Lansing’s Lions’ Club, says, 
2 it giVeS telephone check of members 
isp, COPP™Ws that 44.7% read Liberty, 

‘that includes me.” Other 
“4nd business clubs checked 
ow these percentages of 
*tty's readership: Kiwanis, 
]’%; Exhange, 49.3%; Opti- 
', 25%; and Rotary, 45.5%. 


. 


importance of these worthwhile com- 
munities to those who would move 
minds and merchandise— nationally. 


When Earl J. Budd reads Liberty, 
he also watches Liberty’s adver- 
tising pages for the merchandise 
he handles—Philco and Strom- 
berg-Carlson Radios, A.B.C. 
Washers, R.C.A. Parts, and 
Leonard Refrigerators. 


NSING 


cry LIMIT 


fluential people of an influential com- 
munity, show what these people think 
of Liberry—as a magazine, a social 


force, and a medium for advertising. 


“Goodrich advertising i 
Liberty makes me feel.a 
home,” says Harry R. Grahan 
manager of Goodrich Silves 
town Stores.‘ read every issu 
and enjoy every minute of it. 


Here’s a street of neat, well-kept homes typical 
of Lansing’s residential sections. 


C. E. Wilkinson is General. Manager of 
‘Lansing’s three big Rexall Drug Stores: 
Mr. Wilkinson says, “I read Liberty for 
my Own enjoyment, but of course I keep 
an eye on the big national drug cam- 
paigns appearing in Liberty.” 


Pheer. 


F. H. McClintock has the Cad- 
illac-LaSalle agency in Lansing. 
“Liberty hasmany features which 
keep me reading it,”’ says Mr. 
McClintock, “‘but the aviation 
stories are my favorites.” 


eee oe “pat aD sivas wpe ae ; a * 
Me ae eu Mas rani aa : : 
* al aaa Lt ty fas gr ‘ . wer Pe at © ‘ 5 in ~ 
F . ¥ Bebe Sk Ps NE eee hr pele tal , * eet cy Re p i 23 4 Eelet A ae spe e. de!” Se Sa ot iy ne 2s : Segre - 4 r ; ei a ee 2 
oe 2 P a 3 4 ‘ Ser . «wi «s A r ‘ ~ cs & “ oe ee ¥ + <4 5 Rte Aa 
ae = ; 3 ; ; ‘ : ‘ ete, ay Py “4 
‘ x ae ced atk ee 
: ie a ie ’ 
a ae M a 
- “ 9. ee 
Te ga eae a Ae ~ Bi x. 
; oes pee Sth te: ae sae i 
. 4 * \ 7 4 
te .— , Sed 7 2 
: . t a SE Si ae Sy tae Be: 
j ’ 7 a ee a 
¥ | 
; *S , Sul eae ‘ 
- ‘ ‘ ‘ee Se va i 
‘y » _ > eae a 
: » ; oe aa m3 
: os ae 4 
A ad ‘ ie. toe : 
ore SS 
» So! se \ See ® ae : 
qt hae ae oe 4 i 
es mee ye Ii a 
om E> oy i ie ee ota Be ae 
; oe ee CES OR Dey a oa eee 
% Rt ad —s. 
* oes, WF Lowe gt Se ee 
| Pat, ik at RA ro « i] ‘ae ‘ 
| i cy oe 7 ia 
ae Z 4 Wee “OS ia 
- yA ‘Se =F Be At 
eee pee in i a, SS iia 
eg ' j . wy = ne 
| Atay SS ee Fed et Pe ee 4 - 
- > a wie ate — 
ss "en * et : - L.* ‘ 
4 — Bay. ™ A 3 ews iu k 
: =“ te Wl Agate 
‘ Li ene bie 
. 
. 
. : 
a + - 
p : ee . « a 
if nai ae SY i 3 
. a eee 
ay otis Pay 
ah 
ait 
ee 
ae 
age, 
i al os PaaS) 
OO aa 
“a eraser ye) Le 
j ae eel 
. De cet or ee : 
/ ‘ . | Sa aaa 
el (ee 
eee ig 
a ea age | : 
} Fy ise. 
a ae 
_ z BF ae ae i ee 
Bier eam 
terrae ee. 
Se ee 
y 2 ie AS 
: se 
mie ire yy FS 
ae ian. 
fe See Oe 
Si eee 
Cite a 
, ‘ ne afin Se nl : 
‘ : pee , - oY 
dose eee 2 
" ae P eS ai Ame ie aes 
ike ee, : og nse Be tie 
co i et ey : ‘ We ‘23a 
ae SAR? oe Pi, : MES Oe Pe ee 
: | Sa ee ea ee pe i 
: ey is bes S a 
ry eo poe ones ee ~s eo a ee 2. 
eS i ie ee aM 
j er ae. Gn Smet Parte 
é te. 5 ne fe ae 
Boa 0 ee bat 3t) tae ee ae 
; : 2 = ie Sy. Se “Dae eee 
b; “Ee Oo ee ae? ee ee ae i ae 
x 2 Ti 0) glee se be + . 4 i in, Pom 
ts eee EE 4 a os be ie: ‘s ae - is a se 4 ? 5 . ey 
) ee. | 2 3 — 
@ OP aa 5 ce eee Poe is eal 
RR ae ar ee ch: smioe a a eae > pas 
TE enorme. ae ae eerie Bi! Be 
eee eo ee mee) ae 3 Faas, 
‘ ‘ che ae Pd ee ae 
; . haat i ptaes ie: 
4" 7 “age i <t f ‘ Ji % aoe S i 
ae ‘ " . Fy - Pape Oy Farin ee 
= ie hy ad a Ey. « Ke Fs ® 4, aaa 2a 
ee | : ‘ . te . bie, p 4 me ; Pie wey © a cunhe el 
ee "% Sy ‘ ve ee 
; a > - NY? \ eae a 
r + Bi tine * (ee i: . é 
a a oe 7 si Pn ag i .* ,s bd ia ead a 
mi ae . > ay a fl y by cn ee a 
es sagt — ‘ : y b , ~ 7 “| ica oe 
oo ; ae ‘ i a ee : vise \ \ ot a 
‘oe , ” & aa f ‘ nee ». . vs ‘ ihe a 
ie \ : Boi Ge” 2 oe ek ft i .". 2 -. pet ey é ’ aes 4 
is = ~ ‘ ; j ee } Me: * A om on os ~ ‘4 ; “i 
. Pitan = | a galas 8 a s ' , P ot ¢ ; 3 Res, oe 
Fi. o " “ ] ele Be . ai br: ‘ 75,18) 
Pe ; > ts pe (|r t ; "of iN ae) eee 
ny “i » P ite aot ee = af 4 4 rt if a 
: bee ie oe a | a 1 — i . . 4 5 - abe ? re i pe 
al : ee ae / co. 2 of & ome a han ~~ 5 . %.. ti — ‘ @ ft aap 8 2 
Ee J * + ae J | om ee a ae ie Bp ~ 3 . a x x 8 by E md Y 4 “aN * be . ¢ Eng é ute. 
pss :: ; a , ! +) ee 3 ae ake, i » ° ser tee eRe en aes as f eo hae 
3 Bal eee De é ‘ a Pott, — eres AEN SU. s wee ar 
ae . Nig q be a? 2 = : Bia a " give pee, rapt aegeae 53 ad 
ae ee es : as i oBthe. = cooly . “ape ore cat Paes 
i eee ee: } 2 ie rr ‘= { * Pa 3 : ae iene os De aidie 
re oe 2 ee Fe — 5, X. -— Re ie eg ‘rhe oat 
4 Poe 4 ; F; : oe $ => 29) vem a ar chee ae Sea 
ane ae ” Pg i “im an. H et oe, RS Po Le : 2 > . % F . ae : , ioe ii z eat poe: 
Sa E ie he Sed, mean # Ctoeiee te PRR as GSS Pi Reames ete ee ae Ee eee te 
oe ae 2 j Soe ee Ae, : Pima y Sev Nay WY Sa oR ee ay ee a eee Ee as : 
“Hee be i oe i oF eeesde eens rf, sce E af eae aoe ~. Baa cow a nt tenet age aR gs ‘ CAREX sal aes cura > Gey reyes Boy. 
ee Pe 5. aie gre, on Ok Ee co ei tad : Bere has Ae ale a ioe ae 
x 5 eae | io, Sm Sa 5 ot 5 ~ 6s el eS Se tig ee TE Pes tek waters, ae Sisas - Pa ee ee eee 
bi pes | a Moe walt: te ab oe ae Rn Ba a PO Re SE ALG te a eae ee oe dee 
ae i, a Grae . i a ay ee — ses ae “aes ~ se Pane ca , ee poe Pe = 
‘ coe Gy OR? a 2 aa ak Shae vt ee c i ocean ee ccmaremers some a ie : eae ep Ce Bae ae 
- oe ke 7 ee Ne en i Aer eS ee 
= en STR Re ee he Bon, ale a EA ee ead Spey EN Mee Gere i cae * ea F ? ae Wie 
Sees : pote Bete Beer ees” Seat. a aa Shs ws Pron Mee “sg ee : ca he ee 
ie a! j eee a ee ners m2 oo i sake ts , SS Sk, . eee t. ie eats Fat ey 
oe 5 beaks Ghee : 7 «> Bee a iat 3 Ee ca a <3 ‘ - x tf ae ; aie Ltd 
> oe Ae! i py: ee : ou: we a ® = ihn Pa ee ki ; aoe 
ois! bes SA at en! —_. 2a he < } ee : we vibe 5, <p OTe SR ‘a = 
a he : ee j ee | {Se ia we es 
a e i" - ’ mer 3 CAB A oe é eee, Ae pial Be ara 
rat ‘ah ae ee So i at og st Tabi Sai inated A bes | i : ie 1 Se ea 
whalers ia re ee ne. 6 ae ». dt a3 " ; = 
aernnts ie eer a ae 5 te, oo Ss ie Bee * i sp oda. ae el eee 
an ne pea + re aa 2 Rage, eS po POSSE oy 4 Picks 4 Tee an »® (owe 
ae : wee se, TER SS Pak es ene estan ~ ee tate 3< i ‘ er Ac! » ee 
‘as : % in tg ed as aay. ? * eh we . ¥ SS WSs 5 hie : gs ie : : 
A ; SS aN ete a ities a ae Ke Sag SA 4 RM I, 2 Pe i ee as eh, ey aise ANS i” 
D = ‘ eae Ya ‘eC Nisan ue eo ahi” , =n + ee ee aE 1, Shae Seas ay pa cine * : et ae eh ry BE eS 
, ee eee ee oA F . % Bios azar eae ee te shape cabigbane Lice as 5 3 ake ae s. x, J Nina Seat 
rt eee PEA Nano cag ee Tar bg WR jo tp Ren a Pa ae, gt # Set: Da eee => 4 al * or oin y i me Rp ieee, 
Pee PS ena Pe po oo eee 6 Re ae Lae ‘ ae ; a ee sas ” Vas : fi 
ee: a fa ey ma Ms es ene | ee en aR, : aa! ? Nae ae — a3 a 
oy feet: ga SELL 4s A } 5 ~ 2 a. eee eel cebttag, reise aoe ——— are et 
ad eae ics. cis ST oS = beh, TM oy a ta. ite Bt) Gea fe TN ea et A , — ere a 
= wy % - ba 5 ‘ _ , cat = z y 5 J 
ed Pie. . aoe ee Ree > a, Baas <t 7 ( eee ii - =) aa Ma 
‘ae tg De. ee Ape aig ESE as § “ s es. + es iewes ee & seis G \ ‘ s eee ha * os 
on ee es, (ae - a Sas: PH ES miei Sse (abe a ae Rye re w me Ss | ea ct pa Saari eee oa tan . Bs Me fs 
b hore, Ye te Pe PO mn) 5 oe oo a SS a Set Balai re ees +9 ae becom a Me ee ea < Be Nail i ane a3 = ; es 
SP hy oe of Sones car rams ‘ | — ee ‘ ea Sei EE es ee ey eee aes Fences ee . ag pis 
Sig oe m3 Ne ty, eS SP Diyy es. es Tae Oe le ee 5 mee . Ne ‘araeeegt oe ee P . 4d ato 
A se Sie re iy ag ES PN ee PRR. | | lng ET Se ee oe tae ee ae ne toe ee 4 pe ae eo ee et : heii 
es i OR i get ee) ee aige gil ey = ABs Pen et, eo Oe oe =. a es 5 Se aS a * § a x ¥ gett Sea be oi Ns sil sine pete Pe Me ty en, ee aS 
Gees ye . eA ee Ne ee oe ; BRIS Sg pe “oy ag ey ee ee Oe PE ummm EET ; ‘ ‘3 Se ee Se eS ee ee: i A ot. 
er Se Ta Bed a yt ae) i tT alien ; a he Saar eC ie : = Bae ee ay a ae eich, 
an ame eh tot on RAS ‘4 ee ae i end oul Bw on ere ‘<. RX 5 6 an ca Oye RRO, oo Lon hn Page, e gr So LB: : ie ¥ & ae OV SS /) 3 a So Sees at ee ge 
i : Sa 5s - REF oe Pos, “a f ma ee ;, i rae. iy oo Me : F ie 4 3 P'S eee Y ea amas ‘i 
i tee ae re Na ante ee eiisiiee ee ET Be , og + SE? ees ee ee es oot oer a : " \ Bs Bye oe aes vaio Sa: a ae. al i 
ont Cee ee aa i Br Con a4 epi Se ota Meg 3.7 sap a oer ae Be ee aie ee pee Btu k es hae eee 8 
ee ced ms : a , site pel Sos : * - io ae : i enti, z Sait is ee it, ete ap NE aaa ln ae ee Ne: ee eee bs 
2 eye A Rg Re gd Benge ad OEE . ee e anaes PRB LEE New y ee eC a ie Caley - es Tee ae ae Rate al ia ae hanes 
i te Se ~ ee hn ee fet” <3 Pomee OR Mememprmirr ot = > pan ven toe eh i ee me eee F. iS 3 
ibahetecte dx: SORRENTO GS ean fer a Seats 8 Po RRA Es Be Cin Ra ha I ig ey iy ese Caaeneaan ss mr be oer ae 
5 a OR Pie ve are ORS pie os, Saige aaa, Bae ee eee ee ee tay ee “esha </y es Po ; 7 ts pe te sare. wae es ee nay Rep at meee 
RS: IM Cate CU AREA bt LES, Lie oe bay ene yee a ee oe eet, eee oe al “ee eae - Reiter cai 
et A 5 Gon ute Opa SOY Gig an aan 9. Sok meee Pd mine ee as ei es eee — a CMe ee es ae 
fe ‘ 7 By Bae % “% " ue? ‘ : .* sah Ft Bigs eo es “ OL ae LET ERE ec 5 _ Aes a ae Se dae nae , é es eK & 
e Ot ES is Pine k Cypat : ‘Sy. ee Sade Ren oes 88 G). Oe th a ih ae te Ads. Se Pie is ee RO ‘ ce TO i es Wie He . ae Sakae outa +! eh bd pate ey 
aa A vk ES ‘ $ e2 page Ro >'s es te ae he RS Fo aes ; SN i, ee ae aay ¥ ? m ee ey ate SO - ae 
en 4 EL OG Ow i’ <We Meekat A pr bgt he te : rete SS ows Tee : Se ou, FON Toe Ri } = vee a eae Re he nod 
ee 4 évy ee : ’ . ‘ “ane r Ey Lo Ror a p 4 ong eh ea fe six Sabade hte Bit rn ‘ Eee > ae ae 
aS: ' “3 ee SSCA, HN. 2, | Vea SS ae 
lea z ‘ . = <n 95 yt ks ea ; st Sis ciple ahi 
5 £% ris Beit ” a a 2), le ee en hae ET a RN 
ee = yo cars Ee ME. eg ay, eee pe ny ere ee ieee 
= SS nee (egeligs =o ae ia ; =? a oe oy gala cal Reus ‘ Bt asx 
ee. Rea 3: P a tog ee x vs : F toile Fy — i F : ee * ie a eo pee ae Mae opment isa : 
Bie. oa i, Eee ? Shs #5, x oe ne ’ Bo i, “fo 9 * suai Re een. Mats eh “wae zs Rise 
Se ads a co fee Be. for a ee «Bite Pulp dae : i ‘_ oe $e) a bay ; sc : * ui 
& er Sa 5 eg a en ie: f (5 ee Maz 7 ga eee SS eae Sow se ee ae oc re te ee 
ee sh ‘ii tes 5 ae Sg ; Po See ee oe s i 6 Po. 3 tS, ee ee ig eats 
3 a rs obi ee e as? ov Coe Mite ae Lt wi aoe are! hg : : ee ae ey ree ‘ a a — 
eS 2 be, by Ben ie Pg & pio Ctr eee: * 3 : cae ‘ fof pa ? Ane ee 4 eas ae 
Hee a lea ti ee et oor Be j yO" dese ai ee Z ¢ Ts BE ad a , ae: ae a Ta 
ad eae ad ee eee e a . " son Oa Fe Nie Ceara 
ogi ae : = a ; Ff a ~ Cae 8 ae ’ : 
ae 7a i fe . zz 7 gi ag j beat 4 ~ ee ee. ret achat 
ibe ale, < _—— : f — .. : ip eos if See oe 
a - \ Pes cae : in Z r & —. 3 y : » nie j es, pei: 
a ' i. Koa nf ie P poten 5 : ot ; Se a Voss. Ve ae Weer epee 9S ar Rees. laa Shee 
. ae agers Ree 1 ai A: ee eee Se + a: ec: See RO 7, a me ia et 
i Se ae ¥ ae Ce a 3 ge ae say 7 “4 a nee "ia Re & eae” eee heey ee ‘eeoa 23 
es ee mea a { . : Pas Liege - : ) ae j a ta eH zs roar ey ae 
er . eee “at ae i j aes “a ow yd ae j 7 - 
: e Pe nied Cas eo f PS. fo ; ; Rae ’ 7 : ee om 
~~ ee. 5: i oe Aipte ; gee OS 7 ae ie ‘ OF * ; = 
4 2 ee) I a eee F a ad we i oe gt 
: RM OS se gee) aaa Pe i a ead : / ee ‘oe 
ae - Game 4 nce S PS leek ee pit fae S acted ge nee ee > 4 7 . : 7 ah eo. po) Pb 
oe : ee eee: : Ree ike.” Renate S ae y oO iste - fed > . : $ ba 7 : 
‘ LAR o CES ce pre eS Gnas pa Aes PF ore : - 5 j 
7 F ghee: po ned e.3 yee aan me $ : - BS 4 am “ 
- See : ee 3) “Gee SF ag i ee ae a : : > - ss 
a0 Ee ie See wee ks eG, ta xs ae [a 
a toe ae a als : Ps : ‘ i } ee aes 
“a = ? is RRR ier. Bie Raid . * + Mra ome i 
Sis, Ly ON. a eee ee . ite . 
b ? | oe a ae ee 3 - 3 wes > _ 4 4 eres 
ie ee : ad) ee ae = 2 ee ® \ a i : ne ed ve \ i 4 i 
. ee ¢ i 3 eek ae. ig ‘ . we a 0, ar ee é ‘ie és, a Aa J 
af ee : we ree . Hs ss oa 2 chy? Pgs = — | os 9 etm 
* SS re © ae Bel a on iF dee sage on al 2 ~ 
9 4. ya wee ee eee eee fe “apie eke t : es ‘ [awe 
‘ee ae Ree eaves geet a eee 4 ae ° 2 os eg ot = asi 
ae eS Mk. Goa te Bee 28) 2 ae ae ; Rea. cae : of Sra ean 
me} a ae ee a oy eo tin | Sane s oc eae . ee ree cae Menem: RES wie”: Eel hy. a ae ee fst > ta 
es: 6. Ree SPs Pog ee ee ia os ae Re aa ee é 
a ¥ ; SY ORE a a 4 Fae Pe = ae a RS os ea oe 
ree SM aa oe ts Let oa tiga _# aT > og ae fe 2 OS eae ee pwr ae ees “ae 
: ee gl Pera pete Sia ee ee = aaa i ge eee aoe “yo sel a ea ear ee Rae re tat cna, oe ae 
ee ig SR ey, om - a: " pie Re 
ea 4 a ea: es Hiatt Jo a . a Ar , De oi ee tee ct oki ht ge dae tees. 
. a or ae ee ie ok Se eae Se ee PCa ae ee es Si ior é tere eee ‘ pe en a ae tye 2 C Meee Ber 
is 7 Sy Pe ae, peecrets eo ar ae! ee Eee age at ms of, 7 3 ‘ a near Re Re: Pe 3 ae Cpe Sohoty * a Lega 8 a 
ae ee ag a > caer ae Be POR nara, he) - NEES ‘ ane a Re ee a ee ee d Re oc te ae ee * Ems ees De ait ge pee 
‘ + port Ssh a cans ee ee ROBE ae ey Sas on Stim i ie. i ae MEP 2 poets Ne ess Dot ia ws hs Se a a ce a a ee Boa co eB oa rs “Sh e- Sh PRE a a ge eg 
; ~ eo Se : — : Sa rt ae pe lies ES —— mere. j Pe eee i: 2 * ee en ir. me, eee ea Re ae Dae ee a 
: ? ie Soe ; a ‘a Saree gia oF en RS 
" ee. 5 F m Hi SORTS ive = se 3 Fog SRE Ec oe Re ee ey 
<i I 9 a oe “ Pel age as pee + 
[So 3 see ae : 
* AF 
ys 
ree 
oa 
ie 
hee 
: 4 te roa a . 
: Rage 
oy : eae as f st ae laa, 
Be Bee : Dis faba a Fore eae eas a ne Beeson Ie Secu) pesmi 3 ; goiter 
Ree Hat Bi eee aes at ee oe i ee eae y bos 
SNe aS Sep aceae Mhaaeag. ae PAP ON Fe “ Se a eee ee Ss aS tis 2 a [ 
ett pao Se OMe aa AS Be pen. ei Si Soi 5 aaa es ccs Sete pe, haeeene ey 3 ae Ren 
a aah ie Cue: sen 
FM eR: percW ies, 
eee io A eae ie ty 
BW) Sees ee tag: ey ae we 
WR a dane PO 
: eB Pic peewee toe She a 
ot ise | es pret 3 
bf Ay eee, Se na aoe 
f 3 Bra hs at oy i aren ts 
asap SMa Na : Pee Soper a heads a 
Re ia oir Siena oad Wane ae ame gt es T / Meo ny: paeeee EE Cyt 
SUC Aras RMR PRN rays ely 7 Rea Mer a Store ake : Ue ak So lee - + } . Pidind fro gc Pera eet ee 
Ant Ce te eoireg ety ee Sai ely 2S eey ak uae ath Dt eee Week Vac ni tay Gia x ere TONY Sats OF cat NRL aa at at ras oot < : SS a RE eh, Betas ‘ ot r ‘ Dy eer aes, ak Btn a ee a ide % 
AY ‘ Cee AR Aha DRE EE Sie pk Rah coo hae enna Mec, Sones ss Rs pane ae Y OE oie Bee NIN Sat cs ARs ey te - oe ‘ Bale ie P20 wal ops or st 
st “ho: IRS GRO A SRR dre ee mee Zz rate a phe sesh as Tek Pia et aoe SN Se CeO WS ee Sa ree Ree ee ee eygelared okt air AE SYS, Saat Ara Sho Re he vs ee eth ea are n b.8 5% ey See { «SES ia Nags le ea 
5 See a oamce alle z RL es: caer Seas ay : eu oe So a IN GSA a cae t aN ext Va 2 ee ee Se PP SEN ERED gor bee Pe “ r 2 aa Pel ki recear ene re es She Se ee ee i op Rant ths cee otis oe") 3 GRA mara AE re 
iia PAS yan’ . 3 ¢ ch ona, ; < 3 of - rs ees fae Reena Re Soa po ot WSL nt ee eae | Ro eis oe : * is : rk eee . : io ah: 
© ee os a ao : } oe eT ae: pone a, i i 4 Ge) My Dees Aisa x " Pie ae ; 


ADVERTISING AGE 


Warm Tribute 
Paid D’Arcy by 


Civic Leaders 


St. Louis, Mo., Oct. 28.—W. C. 


D’Arcy, president of the D’Arcy Ad- 
gave a 


vertising Company, dinner 
this evening at 
the Plaza Hotel 
to 70 of the lead- 
ers of outdoor 
advertising, 
here to attend 
the 47th annual 
convention of 
the Outdoor Ad- 
vertising A s- 
sociation of 
America. The 


dinner turned 

into an enthusi- 

astic testi- W. C. D'Arcy 
monial to Mr. 

D'Arcy. 


The agency head, who started in 
business in his home town of St 
Louis over 30 years ago, sold outdoor 
advertising as his initial contact 
with the business. After the de- 
velopment of a general agency or- 
ganization, he continued his interest 
in outdoor advertising, and is looked 


upon by the industry as one of its 
warmest friends in the agency field. 

Mr. D’Arcy was toasted by repre- 
sentatives of St. Louis business, poli- 
tics and civic activities, including 
Mayor Dickman and A. A. Busch, 
Jr., vice-president and general man- 
ager of Anheuser-Busch, by Kerwin 
H. Fulton, president of Outdoor Ad- 
vertising Incorporated, and W. Rex 
Bell, president of the Outdoor Ad- 
vertising Association of America, 
who responded on behalf of the out- 


door interests. 
Mr. Busch said that much of the 
credit for the fact that Anheuser- 


Busch is the largest brewery in the 
world is due to its consistent use of 
outdoor advertising. 

Ik. Lansing Ray, Jr., of the St. 
Louis Globe-Democrat, was given a 
rousing reception when he said that 
all branches of advertising must 
stand or fall together, and that what 
hurts or harms one branch of the 
business reacts. similarily on all 
other media. 


Poirson Promoted 


R. W. Poirson has been appointed 
assistant to V. J. MelIntyre, sales 
manager of Kelvinator Laundry 
equipment division of Nash-Kelvina- 
tor Corporation, Detroit. He was 
formerly regional laundry equipment 
supervisor in Chicago. 


HIT SELECTIVE 
POSTER BUYING 
BY LARGE USERS 


Association Stresses Equality 
of Treatment 


St. Louis, Oct. 26.—Criticism of 
the efforts of some national adver- 
tisers to buy outdoor advertising on 
a selective or preferred location 
basis, a bane of the business in years 
gone by, was vigorously expressed 
today at the opening of the 47th an- 
nual convention of the Outdoor Ad- 
vertising Association of America. 
Executives of the association insisted 
that the medium must be sold on a 
coverage basis, with equality of 
treatment for all. 

Because for the first time since the 
depression outdoor plants have been 
well sold up, with demand in some 
cases running ahead of supply, there 
have been increased efforts, it was 
explained, to get preferred treatment 


ic 


and other important 
about advertisin 


Restaurant Operator 


they last. 


PA 


551 Fifth 


Ohio Office: 1440 EB. 


The Answers to these 


Executives may have 


copies Free—while 


TTERSON 


Avenue, New York 


Reilly, Ltd. 


advertisin 


the most effective ---- - 


Newspapers - General Magazines 
Radio - Trade Publications? 


H OW do these four media compare? 


W hat trade publication 


is the leader in the 
Restaurant Field? 


questions 
g to the 
are in 


Incorporated 1906 
(Also Publishers of Club Management) 


82nd St... Cleveland, Ohio. 
. Russ Bldg... San Francisco; Garfield Bldg.. 


PUBLISHING COMPANY 


5 S. Wabash Ave., Chicago 
Pacific Coast Representatives: Simpson- 


g media are 


any 


Los Angeles. 


OLD GUARD IN ACTION AT OAA 


November 1, 1937 


Pictured here are “the three musketeers" of outdoor advertising, George W. 

Kleiser (left), Foster & Kleiser Company, San Francisco; Kerwin H. Fulton, Out- 

door Advertising, Inc., New York, and B. W. Robbins, General Outdoor Adver- 
tising Company, Chicago. 


for certain large users. The result 
of selling selected locations instead 
of standard coverage would be disas- 
trous, it was asserted by President 
W. Rex Bell and General Manager 
Herbert Fisk, and might discourage 
important advertisers from using 
the medium. 


Oppose Scenic Locations 


Another big problem which emerg- 
ed at this convention is the pressure 
being brought to bear in large ad- 
vertisers by groups of consumers, 
such as women’s clubs, who oppose 
the location of posters and painted 
bulletins in scenic spots. It is the 
policy of tbe association that such 


locations not be employed, but 
charges that in some instances in- 
dividual plant owners have disre- 


garded the association policy have 
been followed by requests of consum- 
ers that advertisers abandon the use 
of outdoor advertising. 

This is a situation which the ad- 
vertisers, it was explained, cannot 
disregard, and in some _ instances 
they have requested that their adver- 
tising not be placed in areas from 
which complaints of this kind have 
come. The plant owners were frankly 
told that only by adherence to the 
established policy can public resent- 
ment be avoided, and that it is fool- 
ish to risk alienating public good- 
will merely to take care of a limited 
demand for roadside advertising. 

Because of labor troubles, which 
have been multiplied during the past 
year, a liberal policy has been adopt- 
ed with reference to cancellation of 
orders for poster advertising. The 
usual requirement is 60 days’ notice, 
but where specific explanations as to 
production difficulties due to labor 
troubles, or disturbed business con- 
ditions in areas affected by strikes, 
have been given, cancellation has 
been accepted on 30 days’ notice. 

The development of poster adver- 
tising as a service medium was em- 
phasized by Mr. Fisk in his annual 
report. A long list of organizations, 
such as the American Red Cross, 
American Legion, Boy Scouts, Girl 
Scouts, Y. M. C. A. and other civic 
and charitable organizations, are 
given the benefit of poster advertis- 
ing as a contribution of the field to 
these causes. 

The extent to which advertising in 
general and outdoor advertising in 
particular must be on guard against 
adverse legislation was emphasized 
in his report by the statement that 
with nearly all state legislatures in 
session in 1937, 470 bills affecting 
the business were introduced. Most 
of them related to regulation and 
taxation in some form. The associa- 
tion has a well-organized legislative 
department which keeps closely in 
touch with developments of this 
character. 

President Bell urged plant owners 
to work more closely with national 
advertisers in establishing contact 
with their dealers and distributors, 
who, he said, are frequently an im- 
portant factor in the purchase and 
use of advertising. 

A new feature was the introduction 
of William Patton, representing the 
class of 1937 in the association’s 


training school, established this 


year. Sixty-two students, who rep- 
resent companies in the industry, 
were graduated following a lecture 
course during which many of the 
authorities of outdoor advertising 
appeared. 

William C. D’Arcy, head of the 
D’Arcy Advertising Company, of St. 
Louis, famous in the outdoor field 
as the agency handling Coca-Cola ad- 
vertising, was the principal speaker 
at this afternoon’s session. He re- 
viewed the great progress made in 
the organization and operation of 
the medium during the past few 
years, and congratulated the associa- 
tion upon the elimination of many 
of the practices which formerly 
handicapped advertisers and agencies 
in the successful use of the medium. 
He urged the association to continue 
its efforts still further to improve 
practices in this field. 


Starbuck Succeeded 
by F. N. Neal at G-E 


Gregory H. Starbuck, division man- 
ager in charge of institutional sales 
promotion for General Electric Com 
pany, Schenectady, and former presi- 
dent of the National Industrial Ad- 
vertisers Association, has resigned. 

His successor is F. N. Neal, pre 
viously with the market research 
section of the company’s publicity 
department. Mr. Starbuck was with 
G-E for a number of years, taking 
the institutional post in January of 
1936, after long being identified with 
industrial sales promotion for the 
company. 


Successor to Gonzales 


William Elliott, attorney, Colum- 
bia, S. C., succeeds the late A. E. 
Gonzales as president and treasure’ 
of Columbia State. Mr. Elliott was 
formerly vice-president. 


Account to Chirurg 


American Screw Company, Provi- 
dence, R. I., has appointed James T. 
Chirurg Company, Boston, as adver 
tising counsel. G. A. Frye is account 
executive. 


There’s more to cotton 
than the fleecy fiber. 
The seed, once thrown 
away as worthless, now 
bring tens of millions of 
added income, support 
the vast cotton oil indus- 
try, stimulate farm and 
city purchasing power 
in the territory of 
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tun A good comedian with a rare supply of jokes hates 

sure’ fh an audience that sits on its hands. 

7 A manufacturer of a good product backed by spec- 
| tacular advertising hates a market that refuses to try 

al its product. 

es T | , The Griesedieck Western Brewery Company, brewers 

we? _ of Stag Beer, sponsor of the amiable Otto, looks fondly 
a on the Oklahoma City market. Otto’s Teutonic phrases 

— & started selling Stag Beer to Oklahoma City on August 27. 

—— \" Four weeks later readers of the Oklahoman and Times 
| 7 had bought fifteen carloads of Otto's favorite beer. 

} \ Certainly this is no audience that sits on its hands. 

_ a Stag’s retail distribution in Oklahoma City climbed 

a to 75% of total outlets in one month because the audi- 

a. ence is appreciative. Indeed, it is the custom for this 

W 


great market to welcome a new product. These people 
are young — they are impressible. They are awaiting 


new ideas and saying, in effect, “Tell us about your 
product and we'll give it a try.” 
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Tom Sawyer of 
Film to Star 
for Elder, Too 


St. Louis, Oct. 28.—Anticipating 
the widespread box office appeal of 
“Tom Sawyer,” technicolor motion 
picture based on Mark Twain’s im- 
mortal story and produced for re- 


lease Christmas week by Selznick- 
International, the Elder Mfg. Com- 
pany, maker of Tom Sawyer gar- 


ments for boys, has completed plans 
for broad national and local dealer 
tie-up with the feature player in the 
film, it was disclosed today. 

Tommy Kelly, juvenile star of the 
film, will be featured by Elder in a 
variety of testimonial copy. Adver- 
tising in national magazines will tell 
mothers to take their sons to see 
this picture of “a real American 
boy,” while Tommy Kelly’s photo- 
graph and testimonial in the same 
copy will stress the merits of Tom 
Sawyer apparel. 


Theater, Dealer Tie-Up 


Local theater managers and Tom 
Sawyer dealers will co-operate in a 
variety of promotions, designed to fea- 
ture both the film and the garments. 
Dealers are being supplied with full- 


color, life-size cutouts of Tommy 
Kelly for window displays. Theater 
lobbies and movie slides will present 
pictures of the juvenile star telling 
mothers and boys where they can 
buy “Tom Sawyer garments like 
these.” Dealer co-operative local 
copy in mat form also will be sup- 
plied. Ruthrauff & Ryan, Inc., St. 
Louis, is in charge of the campaign. 


Pets to Get Desserts 

Canine Vita-Candy Company, Inc., 
Waterbury, Conn., is introducing its 
product called Charge, a “dessert for 
pets.” J. R. Smith Sales Company, 
New York, is national sales distribu- 
tor. Newspaper and magazine adver- 
tising is being planned. Merchandis- 
ing plans are under the direction of 
W. I. Tracy, Inc., New York. 


Loan Co. to Long 

The Local Loan Company of Cali- 
fornia has placed its radio advertis- 
ing with Long Advertising Service, 
San Francisco. The agency has 
started a half hour program, called 
“Meet Your Neighbor,” over the NBC 
Pacific Coast Blue Network, with 
KGO, KECA, KFSD and KEX as out- 
lets. 


T-L-D Names Sahula 


Ignatz Sahula, Detroit artist, has 
been appointed art director in the 
Dallas office of Tracy-Locke-Dawson, 
Inc., advertising agency. 


LAMBERT BLASTS 
DEALS AS BLOW 
TO FAIR TRADE 


National Brands Undermined, 
Says Vice-President 


St. Louis, Oct. 28.—Charges of 
John S. Norton, vice-president of 
Lambert Pharmacal Company, that 
combination deals are being used 
under the national and various state 
price maintenance laws to undermine 
nationally advertised products were 
being carefully considered today by 
many advertisers in the national 
field. It is believed that if these 
advertisers conclude that Mr. Nor- 
ton’s charges are justified, wholesale 
withdrawal of minimum retail prices 
may follow unless the National As- 
sociation of Retail Druggists takes 
steps to remedy the situation. 

Mr. Norton’s charges, made in a 
letter to every state fair trade com- 
mittee in the country, and repro- 


| HEAT and AIR CONDI- 
TIONING and its industry will be at the 
Heating and Ventilating Exposition to- 
gether! AUTOMATIC HEAT and AIR CON- 
DITIONING will record the various activi- 
ties there . . . will bring a complete, per- 
manent picture to the entire industry. 


The Exposition is the most outstanding 
display of its kind in the world. Thou- 
sands will attend. They will come from 
every State in the Union. Every man in 
the industry is interested in what will 
take place therel 


To obtain your full share of business 
you must sell not only the dealers who 
will attend the Show but also those who 
remain at home. 


The dealers who attend will not have 
time to see everything. So they will tum 
to the complete preview of the Show in 
their January issue of AUTOMATIC HEAT 
and AIR CONDITIONING and select those 
events of particular interest to them. After 
seeing such a display these dealers will 
go home energized to do a better selling 
job for you. They will have fresh ideas 
to better their efforts. After they return 
home, they will be unable to remember 
pee | they saw—so they will again 
turn to AUTOMATIC HEAT and AIR CON- 
DITIONING to refresh their memories. 
Thus your advertisement will have a re- 
peated sales effect on them. It will accom- 
plish its purpose to the utmost. 


AN INDUSTRY AND ITS PUBLICATION 


The Exposition is of equal interest to 
those dealers who do not attend. The 
group that stays at home must, of neces- 
sity, be fully informed on the products, 
services and advancement of their in- 
dustry. It is vital that they have this 
information and for them AUTOMATIC 
HEAT and AIR CONDITIONING, the busi- 
ness paper of the industry, offers the most 
complete, authentic, up-to-minute informa- 
tion — information that careful study has 
shown to be of greatest dealer interest. The 
manufacturer is thus assured that his 
advertisement will receive CAREFUL 
attention both from those dealers who will 


ee 


attend and from those who remain at 
home. 


The editorial features below, in addition 
to the preview. will cause the January 
issue to be read and preserved for its 
vital reference data and further its value 
as an effective advertising buy. 


It is this consistent, outstanding editorial 
content that gains the acceptance and 
confidence of our readers. That's why 
they look to AUTOMATIC HEAT and AIR 
CONDITIONING when selecting lines of 
merit ... for news of the field. Because 
of this acceptance and confidence and its 
complete coverage of every sales factor 
of your product, AUTOMATIC HEAT and 
AIR CONDITIONING will obtain best re- 
sults for you. 


Your request for any further information 
is invited. 


Special Features of the January Issue 


A LEGISLATIVE STUDY OF THE IN- 
DUSTRY—Reviewing the trend of Na- 
tional, State and Local legislation as 
it affects the sale of automatic heat 
and air conditioning equipment. 

WHAT IS AHEAD FOR 1938—Forecasts 
from men of authority in the auto- 
matic heat and air conditioning in- 
dustry. 


STATISTICAL REVIEW — A complete 
statistical picture of the automatic 
heat and air conditioning industry 
for 1937. 

NEW PRODUCTS FOR 1938—Automatic 
heat and air conditioning equipment 
to be announced for sale in 1938. 


"BIG" DISPELLER 


Unaccustomed as Iam’ PA 
to Public Speaking 
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NATION'S BUSINESS 


Vere trans ce ener ne be come) alk meet a 
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This copy, to appear in The Saturday 

Evening Post of Nov. 13, is part of the 

campaign by Nation's Business to take 

the “big" out of public conception of 
business. 


duced in leading retail drug papers, 
said that “during the past few weeks 
certain wholesalers have released 
deals including direct imitations of 
Listerine which we believe would be 
completely unsalable if Listerine 
prices were not stabilized and op- 
erating under the principles of the 
Fair Trade Acts.” 

Mr. Norton asked a definite state- 
ment from each of the 42 state fair 
trade committees. 


Aimed at Mouth Wash 


His charges were believed to be 
directed specifically at the current 
Dr. West tooth paste-McKesson & 
Robbins antiseptic solution deal, 
under which the 40-cent dentifrice 
and 49-cent antiseptic are being sold 
for 59 cents, a saving of 30 cents. 
The 14-ounce bottle of Listerine, two 
ounces smaller than the size fea- 
tured in the rival deal, sells for 59 
cents in most markets. The retailer 
pays 40 cents for the deal, his profit 
being 19 cents or 32.2 per cent on 
the sales price. 

While Lambert Pharmacal Com- 
pany also markets tooth paste, its ire 
is evidently directed chiefly at the 
McKesson & Robbins product. 

Reporfs from Chicago are to the 
effect that the National Association 
of Retail Druggists has taken no ac- 
tion on the charges of Lambert, in 
view of the recent dissolution of its 
National Fair Trade Committee. A 
new committee will be appointed in 
the near future. 


Association on Fence 


Experts do not believe that the 
NARD will look favorably on the 
Lambert charges, unless' they 
threaten to disrupt price mainten- 
ance, or “fair trade.’ The NARD 
was chiefly responsible for passage 
of the Tydings-Miller bill, hence is 
much concerned with the success of 
price maintenance. On the other 
hand, it gave more or less approval 
to the Weco-McKesson & Robbins 
deal before its pubiic announcement 
and feels bound to maintain this 
position. 

The letter sent by Mr. Norton to 
state fair trade committees reads as 
follows: 

“From the manufacturer’s view- 
point the appeal of price stabiliza- 
tion and ‘Fair Trade’ acts is the pro- 
tection of the manufacturer’s nation- 
ally advertised trade-marked product 
against the private brand imitations 
of that product. 

“Our company feels such protec- 
tion fully justifies the effort and 
money required to make ‘Fair Trade’ 
really work to a pcint of fully pro- 
tecting the retailer’s legitimate 
profit. 


Must Protect Manufacturer 


“In other words, in our opinion if 
‘Fair Trade’ is to survive, the pro- 
tection must work both ways and 
not result in having the stabilized 
price on the nationally advertised 
product act as an umbrella over the 
lower price imitation. 

“During the past few weeks cer- 
tain wholesalers have released deals 
including direct imitations of Lis- 
terine which we believe would be 
completely unsalable if Listerine 
prices were not stabilized and oper- 


ating under the principles of the 
Fair Trade acts. 

“Since other manufacturers as 
well as ourselves are vitally inter- 
ested in this matter, we feel entitled 
to a definite declaration from Fair 
Trade committees and retail drug. 
gists as to their stand on this prin- 
ciple which we feel is fundamental! 
to the success and continuation of 
stabilization programs. 

“Accordingly, we would respect- 
fully but earnestly request a definite 
statement from your committee on 
this vitally important matter.” 


Urges Rule of Reason 


Mr. Norton told ADVERTISING AGE 
that Lambert Pharmacal Company 
is not opposed to combination deals 
per se. His letter to state fair trade 
committees should not be construed 
as an appeal for sympathy, he added, 
Listerine sales volume being highly 
satisfactory. On the first point, he 
commented: 

“We are opposed to a combination 
deal which includes a low priced 
imitation of or substitute for a na- 
tionally advertised ‘fair trade’ prod- 
uct. However, we feel that certain 
combinations, if properly restricted 
as to quantity and duration, can be 
operated without demoralization and 
in such a way as to increase defi- 
nitely the use and market of the 
product, resulting in increased vol- 
ume and profits to both manufacturer 
and retailer. 

“In fact, there may prove to be a 
definite requirement for consumer 
deals, in order to build traffic and 
create ‘consumer excitement.’ These 
ends were formerly reached through 
cut prices. However, volume without 
profit is purposeless and mortgaging 
future volume and profits by involv- 
ing in a deal quantities which can- 
not be absorbed within a _ reason- 
ably brief period is thoroughly un- 
sound.” 


Insulite Names New 


Senior Vice-President 


E. H. Batchelder, Jr., formerly 
vice-president and general sales man- 
ager of The Insulite Company, Min- 
neapolis, manufacturer of structural 
building materials and _ insulation 
products, has been appointed senior 
vice-president. 

E. W. Morrill succeeds Mr. Batch- 
elder as general sales manager. M. G. 
Jensen, formerly Eastern district 
sales manager, has been appointed 
general merchandising manager and 
M. C. Juell, executive assistant of the 
sales department, newly created posi 


tions. Mr. Jensen and Mr. Juell will 
be located in Insulite’s Chicago 
office. 


“Brewers Journal” 
Bought by Gibson 


Organizing the Gibson Publishing 
Company, David B. Gibson, vice- 
president :and editor of Brewers 
Journal, Chicago, has purchased the 
publication from H. S. Rich & Co. 

H. G. Rich continues with the pub- 
lication and other than ownership 
there will be no change in personnel 
or policy, it was announced. 
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i B Redesign for Readership 


The address of Dr. George Gallup 
before the Audit Bureau of Circula- 
tions at. its convention in Chicago 
last week was highly significant of 
the changing attitude toward the 
successful use of advertising media. 
Dr. Gallup told newspapers and 
magazines that readership can be in- 
creased by the use of better design 
in make-up, typography and illustra- 
tion, and suggested research and 
study by the publishers themselves 
in order to find out more about the 
habits of their readers. 

Newspapers particularly, he 
pointed out, have a chance to add 
more readability and hence more 
readers to their inside pages by mak- 
ing each one of maximum interest, 
suggesting several obvious methods 
of improvement, such as_ depart- 
mentalizing certain classes of infor- 
mation and changing the make-up to 
give articles “below the fold” a bet- 
ter chance for attention. He particu- 
larly condemned the practice of 
using inside pages for dumping pur- 
poses, and of concentrating reader 
interest upon front-page stories, most 
of which are jumped to the inside. 
The latter method, he indicated, re- 
sults in the reader starting the fea- 
turned news stories on the first page, 
but in a majority of cases failing to 
follow the story to its continuation 
on an inside page. 


Better typographical arrangement 


of news, to increase its legibility and 
attractiveness to the eye, will also 
play a part in making active readers 
of a larger part of the potential circu- 
lation of newspapers. Too many 
publications, he said, have failed to 
keep pace in layout and design with 


leaders such as successful British 
newspapers. 
The interesting thing about Dr. 


Gallup’s frank and specific criticisms 
and suggestions is that they were re- 
ceived by publishers as a construc- 
tive contribution to their business. 
As he pointed out, the medium which 
is rendering acceptable service with 
minimum advertising power based 
on readers can improve its position 
tremendously and at small expense 
simply by doing the necessary fact- 
finding and making the changes in 
design which the facts suggest as 
desirable. 

Ralph Starr Butler, vice-president 
of General Foods Corporation, who 
introduced Dr. Gallup, expressed the 
hope that through the acceptance of 
the research idea in advertising and 
publishing, a truly scientific attitude 
toward the use of advertising may 
be realized. The enthusiastic recep- 
tion accorded the constructive pro- 
gram outlined by Dr. Gallup sug- 
gests that this may be nearer than 
many observers would be willing to 
predict. 


George Horace Lorimer 


The 
Lorimer, former editor of The Satur- 
day Evening Post and chairman of 
the Curtis Publishing Company, re- 
the publishing 
scene one more pioneer who played 
in setting the stage for 
national advertising as we know it 


passing of George Horace 


moves’ from active 


a big part 


today. 

Under the leadership of Cyrus 
H. K. Curtis, Mr. Lorimer brought 
to the editorial desk of the Post a 


new viewpoint toward magazine con- 
In an 
era when the magazine was regarded 
as reaching a select and limited audi- 
ence interested in the cultural type 
of material as distinguished from 
the informative, he wrote the form- 
ula for a magazine of wide popular 
appeal, which speedily attracted mil 
lions in place of the 
thousands formerly regarded as the 
limit of magazine circulations. 

National advertising operating at 


tent and potential circulation. 


hundreds of 


full needed big circulations 
and spectacular advertising media in 
order to demonstrate to business its 
great utility in merchandising and 
marketing. The Post rose to great- 
ness at a time when big business was 
being organized, and when the use 
of advertising as a business policy 
was just beginning to be accepted. 
It was the power and prestige of the 
magazine developed through’ the 
genius of Curtis and Lorimer that 
attracted the interest and stimulated 
the imaginations of big business ex- 
ecutives, and made them realize the 
possibilities of addressing the whole 
nation through advertising. 

The advertising and agency field, 
as well as publishers of magazines, 
and all other media 
which serve national advertisers, 
should know and appreciate’ the 
great contributions made by Mr. 
Lorimer. His work helped to estab- 
lish an era; his passing is a mile- 
stone. 


power 


newspapers 


SALES RESISTANCE AT A NEW HIGH 


—Sealed Power News 
"Tell your wife to hurry up. That customer's getting impatient.” 


Whisky! 

The middle of last month distillers 
were advised by Philip C. Buck, gen- 
eral counsel to the Federal Alcohol 
Administration, to “rid themselves 
of any inferiority complex arising 
from the idea that the liquor indus- 
try is ‘sub-social,’ whereas in fact 
the industry is decidedly social in 
nature, and also fully as legitimate 
as any in the country.” 

That’s all very well, and no doubt 
true. It is true, also, that without 
notable exception the distillers, 1m- 
porters, and distributors have kept 
liquor promotion simon-pure, com- 
pared with the promotion of numer- 
ous other products which are not 
quite so much in the limelight. 

But it is not the advertising and 
the promotion of distillers which is 
likely to cause trouble for the indus- 
try. It is the painfully inept activi- 
ties of so many retailers, like the one 
in New Jersey who was advising all 
and sundry to “Get Lit at the Light- 
house.” And to the average person, 
there’s still a considerable difference 
between the sign on the roadside 
shack that says “Hot Coffee’ or 
“Bar-B-Q” and the one that shouts 
baldly, “Whisky!” 


Forgotten Store 


“Now and then there cling, like 
barnacles to a modern liner, stores, 
restaurants and offices out of a van- 
quished past,’ O. O. McIntyre re- 
ported the other day. “On a reach of 
downtown Prince street is a little 
grocery that is just as it was when it 
opened for trade 40 years ago. 

“On its shelves is a scant array of 
tinned goods. There is the dill 
pickle barrel open at the top and the 
leaning baskets of dried apricots. 
When the front door opens, a_ bell 
rings in the rear and the stooped 
and bewhiskered proprietor blinks 
out of the depths. 

“At dusk a_ single 
illuminates the place. It is probably 
more antiquated than any _ cross- 
roads store at Speerce’s Cut.” 

A reasonable description of the 
store that progress—and advertising 

has overlooked. 


coal-oil lamp 


Believe It or— 


ADVERTISING AGE reported, week be- 
fore last, a statement by Paul Wil- 
liams, of the Department of Agricul- 
ture, that we can’t get out of our 
head. Mr. Williams deserves noth- 
ing less than the Congressional 
Medal of Honor for his noble, un- 
selfish work on behalf of the de- 
fenseless American consumer. 

Mr. Williams finds nothing either 
admirable or exciting in the new 
descriptive labeling program of 


Del Monte. He doesn’t object to it, 
you understand, since any step is a 
step forward, but he is saddened and 
annoyed because the program stops 
far, far short of perfection. 

“The new Del Monte descriptive 
label indicates the number of halves 
of peaches in the can and the 
strength of the syrup,” he reports, 
but “what is heavy syrup? Del Monte 
may know but the housewife doesn’t. 
...If Del Monte went a step further 
and used the federal grade A, the con- 
sumer would know that the syrup 
with those peaches tested 20.23 de- 
grees Brix.” 

It’s driving us cr-r-azy! For two 
weeks we've been asking every house- 
wife we've seen what 20.23 degrees 
Brix means, and all we've collected 
is some helpful information on fire- 
place construction, a fine crop of as- 
sorted raised eyebrows, and half a 
dozen of those dazed head-shakes one 
encounters when an old friend of the 
family suddenly loses his. faculties. 


Point at Oldsters 

Maxwell Droke. the eminent pub- 
lisher and direct mailer, is the latest 
to come to the aid of those oldsters 
in the flabby forties, feeble fifties, 
and senile sixties. He does it with 
a book, “Why Grow Old?” and there- 
by calls attention once again to the 
changing composition of our popula- 
tion. 

If, as the statisticians tell us, the 
distribution of population by age 
groups continues to shift toward 
the older groups, important changes 
in merchandising strategy, and even 
in the types of products and services 
offered to the public, are inevitable. 

Thus far, most of the attention 
given the older age groups has been 


along the line of convincing them 
that they really can be youngsters 
under the skin, but certainly any 


attempt to develop a nation of really 
youthful oldsters must fail. 


One More Palm 


There has been no lack of commen- 
dation through the years for the ad- 
vertising of Metropolitan Life Insur- 
ance Company, but on the theory 
that there can’t be too much praise 
of a praiseworthy undertaking, we 
call it to your attention once more. 

For many years Metropolitan has 
served itself and the public with its 
sane, sensible, eminently important 
messages on health, and to us it 
seems not to be stretching things too 
far to call this series one of the 
most, if not the most perfect flower- 
ing of the true concept of advertis- 
ing: advertising which performs a 
definite, tangible and very valuable 
service for the public, as well as the 
advertiser. 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national ad- 
vertiser or advertising agency execu- 
tive writing on his business letter- 
head. 


No. 1248. Hawaii Calls! 


This booklet, issued by the Hono- 
lulu Broadcasting Company for 
KGMB, Honolulu and KHBC, Hilo, 
sets aside the glamor of hula girls 
and guitars, and offers complete data 
on the Hawaiian trading area, de- 
scribed as a typical American mar- 
ket. 


No. 1249. 
dustry. 


Seed World has issued two studies 
which should be of interest to manu- 
facturers serving the agricultural 
and horticultural fields. One lists 
the wide variety of items handled 
by the seed trade for resale, with 
the amount of sales in dollars each 
item has produced annually. The 
other determines the items listed in 
the 76,000,000 seed catalogs printed 
each year. 


Survey of the Seed In- 


No. 1242. Profits Answer the Ques- 
tion—Why Should I Advertise to 
the Rural Market? 


Country Gentleman has issued this 
booklet containing retail, wholesale, 
government and other figures to 
show how and why the rural market 
is essential to the profits of manu- 
facturers and distributors. Facts 
based on studies of wholesalers’ op- 
erations, and on breakdowns of re- 
tail trade association studies in the 
food, drug and hardware fields show 
what the profit offered by rural 
America means. 


No. 1228. Survey of Users of Sim- 
plicity Magazine. 

This report, issued by Simplicity 
Pattern Company, covers a recently 
completed Starch survey of users of 
Simplicity Magazine, based on 1,002 
interviews. Interesting details are 
revealed in the microscopic inspec- 
tion of these families’ employment, 
buying power and habits, brand pref- 
erences, car and appliance ownership 
and so on. 


No. 1225. Air Conditioning Equip- 
ment Analysis. 


Practical Builder has issued this 
study of contractor and architect in- 
fluence in the selection of the type 
and make of equipment used in con- 
tract building. The analysis is based 
on a survey of 5,000 Ohio building 
contractors. 


No. 1206. You Will Love Me in De- 
cember, January, February, as 
You Did in May, June, July. 


This hooklet, issued by Outdoor Ad- 
vertising, Inc., gives national attend- 
ance figures for movies, hotels and 
sporting events throughout the entire 
year and also contains figures on 
gasoline consumption and car regis- 
tration to prove that outdoor adver- 
tising circulation is constant through- 
out the year. 


No. 1219. Distribution of Retail 
Sales in Towns Under 10,000 
Population. 


The series of charts contained iD 
this booklet issued by The Household 
Magazine show that more than half 
of the states have an average of 50 
per cent of their sales in towns of 
10,000 and less. The study covers 
total retail sales, and also food store, 
drug store, lumber, building, hard- 
ware and automotive sales. 


No. 1211. Mrs. Cohen Goes A*buying. 


Issued by Station WLTH, this bro 
chure describes a Ross Federal Re 
search Corporation survey of grocery 
merchants in typical Jewish sections, 
showing which medium they believed 
food manufacturers could use most 
effectively in selling the New York 


Jewish market. 
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When the modern Farm Journal introduced 4-Day Writer-to- 
his Reader service, things immediately began to happen. Farmers 
tof were enthusiastic and circulation leaped. Advertisers sat up and 


nu took notice . . . and took space. 


re. FP That amazing progress is still going on. Comparing the 


ow |e November issues of the five leading farm publications, we find: 


a NUMBER OF DISPLAY 


> | TOTAL ADVERTISING IN ADVERTISERS 


a TERMS OF PAGED ai. . 162 
: of AA.2 pages FARM JOURNAL - - “a 
—s Magazine ©: - - 
43.0 128 
124 


| Magazine B. , Magazine B.--: 
7 | Magazine rT Magazine rs. - 
Magazine D- - - \ 


‘is 

er- 

gh: 

ail 

00 

in 7 
be For the first 11 months of 1937, Farm Journal scored a gain of " 
alt 
0 129 advertising pages. The other four leading farm magazines so 
0 4 
rs showed a combined total gain of 73 pages. To buyers of space 

re, 

rd: these figures speak for themselves. 


“dirk ee: ; 
aes piaks che 


/ 
f f £ 
‘ ~ ‘ ‘ ‘ sy! ~ ‘ # ‘ o ot ‘ . ‘ . : 
g pth Be iat Bint Phe Fa Ee a ries se Sica ne 2 ; a ™ v x 2 y 6 * ¢ i esi, . 
age se a pit hit aa” ‘ ee 8 - : sea 24 pie Fogg sah Me. te 4 € 
pert @ 
7 x £ ‘ 


Pde y y : * : \ et ue ‘ ‘ mee : A  eegag a am 
— ————— 4 
Ss ose 
aa | 
be J 
om. | 
ugh 
ad- 
ecUu- } 
ter- J 
mo- | a lig ees 
for ne 
ilo, Eee 
— . aay 
ata | Bait 
ata mee 
ene aa 
ar ae 
f Ree 
et ces 
= See 
a ae 
lies : Mei 3 
nu- ~~ - 
Tal i ero 
ists / ‘ pee ae 
led V4 
: poate eho 
ith J ae 
se 
The ee ay ea 
in a 
ted ee 
‘(eee 
: sf " 
= 
a deo 
P a at 
a 
TO —CSsSCSC‘(‘(CSSC basis 
— ae 
ity ene 
02 fe pi wisi 
+ Ge 
are : e sf 
P ieiies a 
ec- 9 Cg 
* by 
: reaaralae 
— | 
; yer sy, 
oe 
. Laan 
ach ae a 
diets 0) 
? Cem “ 
ig. ra 2 , A Ps 
ro- 
te- 
ry 
1S, 
ed : 

Ab aa 4 
st east 
rk mg 

oan 

te AB hag ay 

es ee 

ate, A Ae oe pet panty earner) eee | i if P grt > a : Fees 
o ietin ee: Biol Mik acthe fhe oy Ysa ee ge hee 8688 207 Dilek et 


ae eee: ei \ on .. ss. | ne, hack a t e - ¥.. = a feta 

my 6 <¥ ; > Fs im ? 1 4 in bia ¥ P) 

14 ADVERTISING AGE November 1, 1937 
total only 3.2 per cent of the number chains lead in modernization ex- 


“Miss Frostilla,"” molded figure used last 

year, was so effective she is used again 

as center of this new display for Fros- 

tilla lotion by the Frostilla Company, 
Elmira, N. Y. 


Its Own Sales 
Organization is 
Frostilla Plan 


Elmira, N. Y., Oct. 28.—Renewed 
advertising activity, including a 
striking color reproduction of ‘Miss 
Frostilla,” whose figure attracted 
wide attention when used last year, 
will support the sales organization 
being established by the Frostilla 
Company. 

Guy S. Shoemaker, president and 
director of sales, said that it has 
been increasingly apparent that both 
the trade and Frostilla would profit 
by creation of an organization of 
salesmen charged only with the re- 
sponsibility of selling Frostilla Fra- 
grant Lotion and Frostilla Brushless 
Shave. 

The new plan, he said, is being 
co-ordinated with larger advertising 
volume, with the objective of re-es- 
tablishing the lotion as the leader in 
the hand lotion field. The rotogra- 
vure section of the New York Times 
is being used, with additional inser- 
tions in Life. The schedule will be 
expanded as cold weather arrives. 
The Aitkin-Kynett Company, Phila- 
delphia, handles the account. 

The new window display now 
being distributed to druggists typi- 
fies the beauty sought by every 
woman, and supplements this by a 
warning against “smelly hands.” 


Carr Named Head 
of Toledo Group 


Richard C. Carr, Sun Advertising 
Company, has been elected president 
of the Tiad Club, the Toledo chapter 
of National Industrial Advertisers 
Association. 

Whiting N. Shepard, Plaskon Com- 
pany, was named vice-president and 
F. C. Kerrick, Surface Combustion 
Corporation, secretary-treasurer. 


Richman Bros. Appoints 


Richman Brothers, Cleveland, 
maker of men’s clothing, has ap- 
pointed the Cleveland office of Mce- 
Cann-Erickson, Inc., as advertising 
agency, with Thomas H. Reese ac- 
count executive. Plans include post- 
ers in Ohio, painted bulletins in 
Cleveland, Pittsburgh, Detroit and 
Chicago, with radio spots in selected 
cities. 


Complete Broadcast- 
ing Facilities Wired 
and Transcribed 


TRANSAMERICAN BROADCASTING 
AND TELEVISION CORP. 


JOHN L. CLARK, PRESIDENT 


NEW YORK 

521 Fifth Ave. 

MUrray Hill 
6-2370 


HOLLYWOOD 
5833 Fernwood 
Avenue 
HOllywood 5315 


CHICAGO 
333 N. Michigan Ave. 
STate 0366 


Perry & Wise Formed 


James Waterman Wise, formerly 
associate editor of People’s Press, 
and John Perry, formerly in the ad- 
vertising department of Macfadden 
Publications, Inc., New York, have 
formed Perry & Wise, Inc., public 
relations, at 8 E. 42nd street, New 
York, to specialize in publicity and 
advisory work for trade union, lib- 
eral and progressive groups. 


Magazine Sponsors Poll 


New York Politics used newspaper 
space in all New York dailies to de- 
termine public sentiment on the La 
Guardia - Mahoney mayoralty cam- 
paign. Additional newspaper space 
will be taken to announce results. 
J. R. Kupsick Advertising Agency 
handles the account. 


Fewer and Finer 
Stores, Chains’ 
1937 Strategy 


New York, Oct. 28.—Chain stores 
are spending $125,536,253 for store 
modernization this year, according 
to the annual survey of Chain Store 
Age. Although this sum is 29 per 
cent greater than the amount spent 
by the chains last year, the trend is 
definitely toward improvement of 
existing units, rather than of expan- 
sion. 

The reporting companies remod- 
eled 8.3 per cent of all their units, 
while new stores opened this year 


in operation as of the first of the 
year. A study of 50 identical com- 
panies, operating 13,026 stores, shows 
that while 468 new stores were 
opened this year, the net increase 
was only 30 stores, the other 438 
new units being relocations or being 
offset by discontinuance of units. 


Seek Finer Stores 


The 1937 expenditures reported by 
the chains are $28,226,253 higher 
than the $97,310,000 spent in 1936, 
and 82 per cent greater than the 1935 
figures. The average per job this 
year for new stores and remodeling 
work, is $11,537, indicating the 
strong trend to larger and finer 
stores. 

Variety 


and department store 


penditures with $49,248,472. Drug 
chains are second, with $13,326,910, 
and grocery chains third, with $11,- 
064,725. All other fields combined 
spent $50,896,176. The amount spent 
by all chains for air conditioning 


installations is $10,902,950, a new. 


high. 


“Post”? Appoints 
Post, Wichita Falls, Tex., has ap- 
pointed the Texas Daily Press 
League, Inc., as national advertising 
representative. 


Joins “Screenland” 
Courtenay Marvin, formerly with 
Photoplay Magazine, has been named 
beauty editor of Screenland and Sil- 
wer Screen, New York. 


a 


CIRCULATION IN NEW YORK 


sell New York... 


keep up with its 


SECOND-LARGEST 


HE man who sells New York has to keep up 
with its pace... . He has to keep abreast of 
changing sales indices, district trends, dealer credits, 
wholesalers, population, habits, and other major 
features of this country’s largest and toughest market. 
And he must keep track of the city’s reading habits 
—for New Yorkers buy what they read about. 
Not so very many years ago all of New York's 


newspapers were big in size... . Today 73% of its 
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Avie Show Cue 
for Tidewater 
Drive Opening 


New York, Oct. 27.—Coincident 
with the opening of the annual auto 
show here this week, Tidewater 
\ssociated Oil Company set into 
motion a new fall and winter promo- 
tion program in behalf of Tydol and 
Veedol, representing a substantial in- 
crease over last year’s activities and 
including in its scope newspapers, 
national magazines and radio broad- 
casting. 

Tydol advertising was _ released 
today to about 200 newspapers in the 


East and Middle West with space 
ranging from 700 to 1,200 lines. 
Heralding a “new 1938 gasoline,” 
copy emphasizes “higher anti-knock; 
faster starting; greater power; and 
more mileage.” According to E. L. 
Shea, president, the new “gas-oil-ine” 
has a higher octane rating than 
heretofore. 


Weather Change Featured 


Full pages in Collier’s and The 
Saturday Evening Post this week 
also launched a cold weather pro- 
motion for Veedol. Insertions will 
appear later in Country Gentleman, 
Life and Time. Changing weather 
conditions and their effect on motor 
starting will be the featured theme. 

Spot broadcasts, for the most part 


of a newscasting and sports flavor, 
will be employed for both Tydol and 
Veedol throughout the Eastern terri- 
tory. Twenty-four sheet posters will 
also be put up on main highways 
from Maine to Virginia. An elaborate 
array of banners, window displays 
and direct mail literature will sup- 
plement other advertising. 

Lennen & Mitchell, Inc., New York, 
is the agency in charge, with Ray 
Vir Den account executive. F. B. 
Henderson is advertising manager 
of the company. 


Anthony to Keeling 
Jack Anthony, formerly with Sid- 


has joined Keeling & Co., 


apolis agency. 


ener & Van Riper, Inc., Indianapolis, 
Indian- 


SLENDERIZING 
STILL POTENT 
WELCH APPEAL 


Westfield, N. Y., Oct. 27.—Full- 
page color copy of the Welch Grape 
Juice Company which appeared in 
the Hollywood Citizen-News this 
week marked the company’s first use 
of color in newspapers and may be 
the basis for expanded activity in 
this phase of its advertising. com- 
pany officials said today. Appearance 


DA ‘LY A MIRROR 
Bt mw ms we 


PAnMVoOMiRROR 


morning newspapers are Mirror-size. This quick, 
picture-packed, and news-filled paper reflects the 
city’s new reading trend. Its growing circulation is 
proof of that: 653,273 in May; 689,296 in June; 
745,436 in July; 731,657 in August; and 756,385 
in September. More readers who see—and duy. 


Newspaper advertising costs in New York are low— 


but the Mirror’s cost is lower. Its daily milline rate 
is next to lowest of all New York papers. And, the 
Mirror delivered 703,986 average net paid daily cir- 
culation during the 6 months period ended September 


30th—more circulation than any large-size New York 


paper. As an additional plus, the Mirror covers a 
greater percentage of your prospects who make $5000 


and more than it does of the group earning less. 


Worth while, isn’t it, to review this rich market 


through sa/esmen’s eyes—and to align your advertis- 
ing to New York’s new reading trend? 


AND ON SUNDAY— 


THE SUNDAY MIRROR MAGAZINE 


The only Sunday magazine presenting the news in 


natural color photography and the /argest delivered 


by any one paper. 


Color in flexible sizes—250 lines and up for 2-color 
advertisements. 500 and 1000 lines for 4-color adver- 


tisements at a cost Jower than many black and white 


rates. 


in America—1,428,487. 


Gained 108,568 net paid circulation in six months 
ended Sept. 30th—second-largest Sunday circulation 


yupales Manager about the Mirror 


Calvert Distillers Corporation has intro- 
duced this new display, reproducing a 
“family cabinet" and suggesting the con- 
sumer stock up on a number of items. 


of the color page also marked the ber 
ginning of the fifth year in which 
the beauty and charm of Irene Rich, 
motion picture actress, will serve as 
the focal point for its reducing theme 
promotion in newspapers, magazines 
and radio. 

Miss Rich’s talents as an actress, 
her attractiveness as a woman and 
her age, which is said to be 46, have 
been major factors in Welch’s adver- 
tising of the past four years which 
has been accompanied by a steady 
rise in sales. 


Tribute to Actress 


Company spokesmen, in pointing 
out how Miss Rich has carried the 
“Eat sensibly and drink Welch’s 
grape juice” method of reducing to 
the public, with marked success, 
said that she would continue to be 
starred in the weekly radio play and 
that her photograph in newspaper 
and magazine copy would likewise 
continue to emphasize pictorially the 
effectiveness of the Welch “slenderiz- 
ing’ method. The fact that Miss 
Rich is the mother of two grown 
daughters, “and still retains the 
figure she possessed at 16” is also 
offered as proof that women need not 


>|give up slenderness with youth. 


Statistical evidence is presented 
both in broadcasts and copy regard- 
ing tests made by medical experts. 
The tests involving use of Welch’s 
before meals and at bedtime, brought 
out, copy stresses, that the method 
“was responsible for an average loss 
in weight of seven pounds in a single 
month.” Safety is also emphasized 
in copy which says, “Nor is it neces- 
sary for you to take strenuous exer- 
cises or drugs.” 


Other Products on Schedule 


While grape juice receives the 
major stress in the company’s adver- 
tising, considerable promotion will 
continue to back up its tomato juice 
and a variety of jellies and preserves. 
Newspapers will receive most of this 
copy, the list now covering all prin- 
cipal cities of the country. 

The radio show is broadcast Sun- 
day nights from Hollywood over the 
National Broadcasting Company Blue 
network. The most difficult problem 
in this phase of the advertising, a 
spokesman for the company reported, 
is that of procuring consistently 
good scripts which afforded sufficient 
play for Miss Rich in the brief time 
of 10 minutes. 


DO YOU KNOW 


$500.00 


Will Cover the Complete 
Production of a One-Reel 
Sound Motion Picture? 


—PRODUCT COMPARISON 
—PRODUCT INTRODUCTION 
—GROUP SELLING 


—MANUFACTURING OPERA- 
TIONS 


WRITE—WIRE—PHONE 


EMBASSY TALKING PICTURE 
PRODUCTIONS, INC. 


206 BASSO BLDG. DETROIT, MICH. 
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ADVERTISING AGE 


November 1, 1937 


Schaeffer Wins 


Promotion from 


| Marshall Field 


Chicago, Oct. 
fer 
publicity 
Marshall Field 
& Co. Until his 
successor is ap- 

' pointed, Mr. 

Schaeffer 

will continue to 

act as advertis- 
ing manager of 
the retail store. 

The post which 

Mr. Schaeffer 

will take 

when a qualified 

i advertising man- 


public pulse 


does not 
old assignment, 


Marshall 


yee * 
Sike 


ste tie P RIO AOC IE 
SAME LAR ERS 


New York a 


over 


ager for the re- 
tail store is 
found, is a new 


27.—G. 
today was appointed director 
and customer 


one, for 
long experience with his hand on the 
makes him 
fitted. Just what the nature of his 
new duties will be even Mr. Schaeffer 
yet know in detail. 
first task, after being relieved of his 


Ray Schaef- 
of 
relations of 


G. R. Schaeffer 


which his 


eminently 


His 


will be to make an 


Chicago . 


MeL hey Le eT ee 


Field & Co. 


intensive study of the problems of 
these 


After 


problems and the extent to which 
they are being answered through the 
present organization are measured, 
the new responsibilities will shape 
up in their true perspective. 

J. L. Palmer, who has been re- 
search director for the retail store 
for 18 months, has been appointed 
director of sales promotion and re- 
search, in a co-ordination move. Ex- 
ecutive heads of the advertising 
bureau and interior display will re- 
port directly to Mr. Palmer. 


Transition Is Completed 


Marshall Field & Co. is completing 
the tremendous task of changing 
over from a jobber of hundreds of 
lines made by scores of manufac- 
turers to a highly integrated con- 
cern, concentrating on its own 
brands, produced in its own mills, 
except, of course, for merchandise 
handled in the retail store. This 
transition has created important 
problems which did not exist under 
the old regime and which are not 
fully answered by advertising as it 
is generally practiced. 

Mr. Schaeffer joined the Field or- 
ganization in 1918. After graduating 
from the University of Chicago in 
1907, he enjoyed experience in sev- 
eral different fields, including a 
number of years with the Associa- 
ted Press. 


TERMS FREIGHT 
RATE INCREASE 
‘BUYING WEDGE’ 


Rails Need Substantial Raise 
to Open Demand: Dunn 


Chicago, Oct. 27.—Freight rate in- 
creases totaling $47,500,000 annually, 
granted to major railroads by the 
Interstate Commerce Commission, 
were termed “encouraging” today 
by Samuel O. Dunn, editor of 
Railway Age, although he empha- 
sized that a substantial effect upon 
railroad buying power and _ service 
and attendant effects upon contrib- 
uting industries can be achieved 
only if further increases, paralleling 
those in commodity prices, were 
forthcoming. 

Possibilities for these further in- 
creases are favorable, Mr. Dunn 
said. The ICC has admitted that 
rates were too low and has ex- 
pressed its willingness to consider 


chaise ae ee a ae 


"age a 2 


HOT 


‘ONE MORE PASE 
DAT AND 


BUYING 
FOU RTH FAMILY 


DAWG7 \ 
LIKE 
I'LL START 
LIKE DE ] 


It's a natural — the Journal in this 


their sales-quotas with surprising regularity. 
The point of it all is the FOURTH FAMILY. A rich market all in itself 
that spent $20,630,000 alone last year in Portland retail stores. That's 


families reached by the second paper. 


™ JOURNAL 


rich market. Advertisers who use it adequately and consistently roll over 


your plus. Sell the FOURTH FAMILY~— it's lucky! With a circulation lead 


of 31% in Portland the daily Journal reaches four families to every three 


PORTLAND 
OREGON 


REYNOLDS-FITZGERALD, Inc., National Representatives 


Philadelphia . 


Detroit ° 


San Francisco . 


Los Angeles ® Seattle 


PRICE PRODUCT 
WOMEN FIND ANSWER TO 


LG 


F 
RYE GRAND MEALS AND 
E MEAT GO FARTHER 


sant 11 LSE COONRENY EECIPES 


=a" th 
* 


“substitute” 


Expression of wide 
tion in the face of high meat prices is 
this newspaper copy of C. F. Mueller 
‘ Company, Jersey City, N. J. 


promo- 


new schedules. The Association of 
American Railroads also met here 
this week to consider the amount to 
be sought in further increases. 


Fraction of Cost Rise 


The present increase of $47,500,- 
000, Mr. Dunn pointed out, is approx- 
imately one-tenth of the increased 
costs with which railroads have 
been confronted, and even when 
added to the estimated net operating 
income for the year will lift the 
railroads’ ability to buy only slightly 
above that of depression years, pro- 
viding only a “buying wedge.” 

Equipment and materials consti- 
tute the most important part of rail- 
way purchases, Mr. Dunn said in 
emphasizing the far reaching effect 
that a further increase in railroad 
net operating income would have 
upon general business. A 14 per cent 
increase in rates, including the pres- 


ent. raise, Mr. Dunn pointed out, 
would result in approximate net 
operating income for railroads of 


$900,000,000. 

“Railroad buying is in an almost 
direct ratio to net operating in- 
come,” he said, “with the former 
running on the average 4 to 10 per 
cent higher. Thus such an increase 
would elevate railroad buying to an 
approximate annual volume of one 
billion dollars.” 

In pre-depression years, he added, 
this figure averaged $1,500,000,000 an- 
nually, dropping to about $270,000,- 
000 in 1932 and 1933. 


Cites Dual Effects 


“There would be two major con- 
sequences of a 14 per cent increase 
in freight rates,’ Mr. Dunn pointed 
out. “First, it would enable rail- 
roads adequately to improve and en- 
large their services. Business must 
have this. If the increase in freight 
traffic which prevailed during the 
first few months of this year had 
continued, railroads would not have 
had sufficient equipment to handle 
the business. There are 500,000 less 
freight cars and 10,000 less locomo- 
tives than in 1930.” 

The second major result, he de- 
clared, would be the widespread ef- 
fect upon manufacturing industries 
such as steel. Mr. Dunn recalled an 
advertisement of the Baldwin Loco- 
motive Works which appeared some 
time ago, revealing that products 
from 382 states were used in the 
making of one of its locomotives. 

The first and greatest expendi- 
tures to be made by railroads, if 
such an increase was granted, would 
be for cars and locomotives, he 
pointed out, affecting not only the 
actual suppliers of such equipment 
but the wide variety of contributing 
manufacturers. 


Cites Unequal Spread 


Rate reductions effected in recent 
years and the general rise in com- 
modity prices were set forth by Mr. 
Dunn as the best arguments for the 
granting of further increases in 
freight rates. Stressing the present 
relationship between the two, he 
pointed out that freight rates had 
declined an average of 11 per cent, 
while commodity prices were rising 
approximately 36% per cent. 

Thus, he said, the railroads were 


receiving less for their services 
although obliged to pay higher 
prices for the equipment and mate. 
rials utilized in rendering such sery- 
ice. This increase in the price of 
materials and equipment, he added, 
was approximately 12 per cent or 
$135,000,000 annually. Other in- 
creased costs listed by Mr. Dunn 
were those of taxes, $150,000,000 an- 
nually, and wages, $135,000,000 an- 
nually. 


Southern [AFA 
Conclave] Stars 
Slocum,¥D’Arcy 


San Antonio, Oct. 28.—Guest speak- 
ers for the convention of the Tenth 
District of the Advertising Federa- 
tion of America, to be held here Novy. 
12-14, will include George M. Slocum, 
Detroit, president of the AFA; 
Harry Boyd Brown, Philco Radio 
and Television Corporation, Phila- 
delphia; William D’Arcy, president 
of the St. Louis agency of that 
name, and Dr. Darell B. Harmon, in- 
dustrial psychologist, it was an- 
nounced today. 

In addition to these out-of-town 
notables, the program will present 
an open forum of 15-minute ad- 
dresses on all phases of advertising 
by local advertising executives. The 
conclave will also be addressed by 
Charles C. Johnson, Jr., Stafford- 
Lowden Company, Fort Worth, and 
George A. Laven, advertising man- 
ager for Joske Bros. Company, San 
Antonio. 

Neal Barrett is governor for the 
Tenth District of the AFA, and E. H. 
Alexander is secretary-treasurer. 


Throckmorton Named 


Head of RCA Mfg. Co. 


G. K. Throckmorton has been ap- 
pointed president of RCA Mfg. Com- 
pany, Camden, N. J., David Sarnoff, 
president of Radio Corporation of 
America, has announced. 

Mr. Throckmorton was formerly 
executive vice-president of RCA Mfg. 
Company, and was operating head 
following the retirement of E. T. 
Cunningham, former president. 


Believe it or Not, 
Mr. Sales Manager— 


THIS WAS PART[OF 
A DAY’S WORK: 


Big 4 Advertising Carriers 


DISTRIBUTED to 750,000 homes 
/ a circular announcing the 78th 
anniversary sale of a prominent 
chain of grocery stores in Chi- 
cago... 
/ BLANKETED the most desirable 
| areas, omitting the  undesir- 
ables... 
/ Had the circulars in most house- 
' wives’ hands in time for morn- 
ing shopping 


/ COMPLETED THE JOB in time 


for afternoon shopping... 


AND .... besides this job, we 
distributed coupons to the 
homes for a nationally adver- 
tised washing aid, free samples 
of a nationally advertised food 
drink, put up window streamers 
in retail stores and distributed 
sales circulars for a number of 
other local merchants. ALL IN 
A DAY! 


This Minute-Man organization can serve 
YOU in delivering your message to 
the consumer, in getting the dealer to 
cooperate with you and generally help 
solve your dealer distribution in Chi- 
cago. 


BIG 4 


ADVERTISING 
CARRIERS 


742 $O. WABASH AVENUE 
CHICAGO 
ALL PHONES WEBSTER 4432 
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NEW EDITORIAL DIMENSION UPS 
NEWSWEEK'S CIRCULATION 70% 


UNIQUE FUNCTION A MAGNET 
FOR THE FORWARD-THINKING 


Less than a year ago, Newsweek stepped out ahead of the 
news digests. 

By combining the functions of reporter, analyst, and, fore- 
caster, it introduced a new editorial dimension, news projec- 
tion, news significance — the selection of today’s significant 
news plus the interpretation of that news in the light of future 


probabilities. 
A Natural Selector 


Through this new policy, Newsweek has focused its appeal 
on those with a stake in the present, and the foresight to pro- 
tect and enlarge that stake in the future. 

To any advertiser, these people comprise a lucrative market 
of worthwhile prospects. Today, in Newsweek, your advertis- 
ing will reach them—280,000 families of them—while they are 


in the mood to be informed. 


70 Trained Journalists—Moley, Robey, 
G. J. Nathan, Sinclair Lewis—On Staff 


Newsweek doesn’t merely digest the news. Newsweek selects 
the news that means something, presents it impartially, and 
tells what it means. Seventy full-time, trained journalists sift 
the important news from the trivial, get the facts behind the 
news and interpret its significance. Added to this, world au- 
thorities give'you separately their thought-provoking opinions. 

Among Newsweek’s interpreters are Ralph W. Robey on 
economics... Raymond Moley on polities... Sinclair Lewis on 


books ... George Jean Nathan on the theatre. 


A Family Magazine 


Read a copy of Newsweek and you will quickly discover the 
reason for its growing popularity—its appeal extends through- 
out the family ... to women as well as men, even to children. 

For Newsweek gives an interpretation of significant news 
in radio, stage, screen . . . books, education, religion .. . art, 
music, dance... science and medicine ... youth and sports... 
world affairs, politics and business... interesting personalities. 

Newsweek pleases, too, because it is lucidly written, and 


illustrated with scores of dramatic photographs. 


Subscription renewals 
11/2% over a year ago 


Total net up 70% 


March—June, 1936 ... . 
March—June, 1937 ... . 


Current Issue ...... 


162,507 
277,899 
291,000 


Covers Big News—Uncovers Its Meaning 
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Confidence in Capital 
Market Is Big Need 


To the Editor: Strikes by capital, 
large and small—by the little capi- 
talist who is planning to spend a few 
thousand dollars in the building of 
a house as well as by the larger 
capitalist who has hundreds of thou- 
sands of dollars to invest in industry 
or cemmerce—explain the reason for 
present uncertain and unsatisfactory 
condition of American business. 

The very large capitalist is on a 
strike because he is faced with an 
80 per cent tax on his profits on 
stocks, which is not subject to deduc- 
tion for subsequent losses. He won't 
risk financing new ventures if the 
zovernment’s take is greater than 
that of the average gambling house. 
And he knows he will never get it 
back. 

The small-time capitalist, who has 
stayed away from Wall Street and 
corporation finance, is on strike, too. 
He won’t build the house that he 
needs—and there are many thous- 
ands like him in the United States— 
because labor agitation, particularly 
in the best-paid industries, makes 
costs, building conditions, and the 
permanence of industrial operations 
so uncertain. Labor trouble will be 
found to be greatest where the pay 
is highest and where housing is 
needed worst. 

There is a_ tremendous latent 
consumer demand. We need more 
houses, we need more good roads, we 
need more manufacturing facilities 
but we can’t have them with the con- 
stant labor agitation which has in- 
duced, directly or indirectly, the cur- 
rent strike on the part of both big 
and little capital. Confidence has to 
be restored in the capital markets 
before it will be possible to have the 
expansion in all lines of business 
necessary to replace normal business 
mortalities. 

W. F. O'NEIL, 

President, General Tire & Rub- 

‘ber Company, Akron. 

_ oe v 
Protests Government 
Action in Tire Deal 

To the Editor: Nation’s independ- 
ent tire dealers have received the 
news as to the U. S. government 
placing its tire contract for the 
months to come with Sears, Roebuck 
& Co. with some considerable sur- 
prise. 

Reviewing the reasons why the 
government placed this order, they 
do not seem to make sense. What’s 
wrong with the various tire manu- 
facturers in these 48 states if indi- 
vidually they come to the realiza- 
tion that they have been selling their 
product in many cases less than it 
costs to produce? To substantiate 
this statement, any one can review 
the operations of rubber manufactur- 
ers during the past five years, and 
their financial position in all major 
industries, from a profit standpoint, 
was in the lowest bracket. Due to 
increase in material and labor cost, 
and distribution cost, why shouldn’t 
an individual tire manufacturer be 
permitted to exact a profit on his 
merchandise? 

The variation in the average cost 
of the various tire manufacturers 
is very little in producing a first- 
grade tire. The government, in pur- 
chasing its tires over a period of 
vears from tire manufacturers, re- 
ceived greater consideration from 
the manufacturers than any other 
buyer, on price and deliveries, etc., 
which all adds to the expense of the 
commodity. In various government 
departments they not alone have 
these low costs for government use. 
hut in many cases extend these low 
costs to the employes of the govern- 
ment. Apparently, at last, tire man- 
ufacturers are beginning to realize 
that profits are needed in their busi- 
ness, and maybe this is the reason 
that their cost prices to the govern- 
ment were increased. 

GporGce J. BURGER, 

Secretary and General Manager, 

National Association of Inde- 

pendent Tire Dealers, New York. 


This department is a reader's forum. 


Voice of the Advertiser 


Letters are welcome. 


FOODS GET SOME OUTSIDE HELP 


Roosevelt EDITORIAL COMMENT VARIES Europe's Peace 
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Foods Get a Little 
Extra Curricular Aid 


To the Editor: Perhaps this dem- 
onstrates a trend. In any event 1 
thought you would be interested in 
this page from a Los Angeles news- 
paper which contains three advertise- 
ments by an automobile manufac- 
turer, railroad and local parking lot. 

All of them feature food, and none 
of them, of course, is a food com- 
pany. 

LEE RINGER, 
Lee Ringer Advertising, 
Los Angeles. 


. 2 
Fictional Soliloquy 
from a Space Seller 

To the Editor: J. Frobisher Pat- 
more exudes prosperity at every 
pore. Impeccable in his dress and 
irreproachable in his choice of wines 
and cigars, he is not a man to be 
taken lightly. He domiciles in the 
winter on the “Heights” and in sum- 
mer by the sea. His office, or studio 
as he prefers to call it, occupies half 
a floor of a mahogany lined build- 
ing that proudly dominates the finan- 
cial district and houses as well as 
J. Frobisher Patmore & Associates, 
the headquarters of an important na- 
tional bank. 

J. Frobisher Patmore, known fa- 
miliarly to his intimates as “Bish,” 
spends his working hours converting 
comparatives into superlatives and 
inveigling unsuspecting manufac- 
turers into financing the process. In 
short J. Frobisher Patmore is an ad- 
vertising agent. 

His technique is modern although 
his vocation is as old as that of 
Eve’s daughter whose downecast eye 
and discreetly bared limb have ever 
beguiled the passer-by. 

High up in the temple of com- 
merce is to be found the studio of 
J. Frobisher Patmore & Associates, 
Merchandising Consultants. The 
studio comprises several inner sanc- 
tums with an outer precinct called 
appropriately enough a waiting 
room. This room is sumptuously 
furnished in neo-Jacobean style, a 
few pieces of bric-a-brac, a print or 
two and a sprinkling of periodicals 
of the day, the whole carefully calcu- 
lated to induce a proper spirit of 
humility and deference in those who 
wait without. 

At the entrance to the inner sane- 


carrying his message in all Twin 
City newspapers several times week- 
ly. The various situations in which 
he is shown, together with the copy, 
are changed on the average of once 
each week. 
R. H. Davin, 
David, Ine., St. Paul. 


vvwey 
Gopher Enthusiasm 
Turned to Promotion 

To the Editor: Sports serve as 
strong promotional vehicles but the 
enthusiasm engendered in this na- 
tion’s “football capital’ and home of 
the three-time champions, the Golden 
Gophers, presents, we believe, an un- 
usual promotional success story. 

The fact is that the Minneapolis 
Journal's Downtown Quarterbacks’ 
Club has again been oversubscribed 
with the first call to membership 
and a waiting line of aproximately 
200 formed before the first meeting 
this month. The group meets every 
Monday of the football season under 
the direction of Dick Cullum, Jour- 
nal sports editor. 

A typical “Downtown Quarter- 
backs’ Club” meeting, following the 
knife and fork huddle, opens with 
a few remarks by Cullum and the 
showing of a complete, slow-motion 
moving picture of the previous Sat- 
urday’s football game. Members 
cheer, whistle and applaud good 


plays, frequently demanding that 
Phil Brain, University of Minnesota 
official photographer, turn the reel 
back and show a good block or tackle 
again. 

When the lights come on again, 
Bernie Bierman, Minnesota coach, 
discusses the game of last week as 
well as the prospects of the coming 
game and then lays himself open 
to questions from the floor. 

Using a referee’s whistle to main- 
tain a strict program schedule, Mr. 
Cullum calls a halt to all proceed- 
ings at 1:30 p.m. sharp, and the 
“Downtown Quarterbacks” go back 
to work for another week. 

R. S. Barciay, 
Promotion Manager, The Minne- 
apolis Journal, Minneapolis. 
vvwy 


Phone’s Position Calls 
Up Poster Question 


To the Editor: Maybe I’m wrong 
—but wouldn’t one have to be a con- 
tortionist to answer the ’phone, after 
picking up the receiver backwards, 
as shown on the poster, reproduced 
in ADVERTISING AGE of Oct. 25, and 
which won a prize in the 2nd an- 
nual Outdoor Advertising Design 
Competition for Rolin Smith? The 
poster, of course, was executed for 
the Bell System. 

D. F. House, 

Russell T. Gray, Inc., Chicago. 


tum sits a damsel with a disarming 
smile and an inflexible determina- 
tion to repel the most engaging in- 
truder who might perchance have 
space to sell. A polite enquiry as to 
the health and immediate occupation 
of Vice-President J. Frobisher Pat- 
more elicits the information that he 
is in conference. This interesting 
but familiar piece of news is im- 
parted in the hushed tones that one 
might use in the sick chamber of a 
rich aunt. Or perchance one learns 
that the, Vice-President is dictating 
and here the inflection of voice 
seems to be intended to compel the 
illusion that he is at his devotions 
and must not be disturbed. The il- 
lusion is heightened by a glimpse of 
incense rising within the sanctum 
and is barely dispelled with a real- 
ization that the shrine may be that 
ot My Lady Nicotine. 

Withal, a long suffering space 
seller, lost to all sense of the fitness 
of things, one day finds himself toy- 
ing blasphemously with the thought 
that with the efflux of time J. Frob- 
isher Patmore and Associates will be 
found knocking at an outer gate only 
to be told that St. Peter is in con- 
ference with his fellow saints or per- 
adventure dictating to a Cherubim 
and they will be foreed to while 
away a few aeons of time perusing 
ancient copies of the Celestial Times 
containing, doubtless, specimens of 
the handiwork of their erstwhile 
brethren of the craft who have pre- 
ceded them. 

With which unholy reflection years 
of waiting will be rewarded and 
angry impatience will dissolve in 
silent and delighted laughter. 

W. F. L. Epwarps, 
Toronto, Ont. 


v v v 
Rail Takes a Ride 
on Owl Caricature 
To the Editor: With wisdom a 
somewhat neglected theme. we be- 
lieve you would be interested in the 
new series of advertisements being 
placed for the Chicago and North 
Western Railroad in this territory. 
An owl caricature named “Travel 
Wise” has been newly introduced 
and is being adapted for newspaper. 
magazine, broadside and calendar 
advertising for the North Western. 
stressing particularly the service of 
the Non-Stop North Western Limited 
and “400” trains. “Travel Wise” is 


THE Wingless. Bird. THAT, 


FLIES BUT ONCE 


EADY... bang! Ready... bang! Ready 


... bang!—360 times an hour. 


Each 


“bang” marks the sale of a “shell” and a 
“pigeon”... and equipment. 


Visualize this in terms of 3,000 odd skeet and 
trap clubs with their many thousands of mem- 
bers and you'll get some idea of the size of this 


one sporting activity. 


Imagine thirteen million sportsmen in fields, 
streams and deep water—from coast to coast— 
spending a billion dollars* a year and you have 
a picture of this great double market. 


Field & Stream is the recognized authority in 


this great outdoor market as evidenced by its 


advertising leadership over a period of 25 years. 


*dcecording to the United States Bureau of Biological Survey. 


AMERICA’S OLDEST OUTDOOR MAGAZINE 
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Athintcé. FURST 


FRIDAY EVENING IS FOOD PLANNING TIME IN DIXIE! 
Thousands of Georgia housewives wait for The Atlanta 
Journal's Friday Food Section before making preparations for 
their week-end buying. Within eight pages of timely articles, 
appetizing pictures, menus, recipes, and household hints, Grace 
Hartley, Atlanta's Only Food Editor, brings to Journal readers 
the most complete and comprehensive Food News to be found 
in the South. Not only does The Journal Food Section extend 
its influence into some 106,000 Georgia homes each Friday 
evening, but its Food Editor reaches the housewives of the 
South every Wednesday and Friday morning over The Journal's 


50,000-watt radio station, WSB—keeping them posted on vital 
food topics! 


reorgit Housewives FOOD CONSCIOUS’ 


In addition to the Food Section and Radio Talks by Grace Hartley, The Atlanta Journal stimulates interest 
in Food by sponsoring periodic Contests, under the supervision and direction of Atlanta's Only Food Editor. 


Recping 


396 WOMEN PARTICIPATED in The 551 WOMEN ENTERED The Journal’s Cake 
Journal’s Jam, Jelly, and Preserve Baking Contest conducted during Thanks- 
Contest conducted at the peak of Georgia’s giving week last year. So great was the re- 
fruit and berry season to encourage the use sponse to this contest that The Journal is 


of home-grown products and to recognize now making plans for a second Cake Baking 
what the women of the state are doing in competition to be held late in November. 
their own homes. Forty cities throughout Cash prizes in the two contests totalled nearly 
Georgia were represented in the contest and $350, and with the cooperation of local grocers 
thousands of Atlantians viewed the many en- and food distributors, many valuable mer- 
tries on exhibition during the last week in July. chandise prizes were awarded the winners 


Such Activities over a period of years has established The Journal as Atlanta’s leading Food Medium. 


Che Atlanta Journal 


h Bests Covers Dixte Like beg 


y , : 
mM New York cago, Boston, Detroit, San Francisco, Los Angeles, Atlanta | 


THIS SPACE RESERVED FOR 


THE ATLANTA JOURNAL 
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_4q ATLANTA RANKS FIRST IN THE SOUTH IN RETAIL SALES 
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Mechanical Brush 
Aid for Tired Arms 


Bellefontaine, O., Oct. 28.— 
Aid for tired arms unequal to 
the task of scrubbing molars 
was indicated here today when 
the Zerbee Rotating Toothbrush 
Sompany disclosed that it would 
use full page copy in The 
New Yorker to introduce the 
Zerbee rotating toothbrush. 
The product is reported to be 
a non-electrical, mechanical 
brush developed in co-operation 
with dentists. It will retail for 
} $16, with replacement brushes 

selling at 25 cents. Distribu- 
tion will be national, through 
department, drug and cutlery 
stores. Samuel C. Croot Com- f 
pany, Inc., New York, is the 
Zerbee advertising agency. 


Coyne Appointed 
Franklin E. Coyne has been ap- 
pointed managing editor of Barrel &€ 
Box & Packages, Chicago. 


Growing children, 
though bother- 
some cusses, are 


dandy circulation 


+e 


No Place Like 


vic Hove 


CITE FARM BILL 
AS DETERMINANT 
OF RURAL SALES 


Advertisers’ Plans Await Ac- 
tion of Congress 


Washington, D. C., Oct. 27.—With 
sustained income for the farmer on 
a parity basis with that for industry 
and commerce listed as a major ob- 
jective of the present administration, 
significant developments in farm 
merchandising as disclosed to ApD- 
VERTISING AGE today by federal offi- 
cials and advertisers include: 

1. Affirmative prospects of further 
farm legislation at the forthcoming 
session of Congress aimed to main- 
tain the increased income enjoyed by 
farmers during the past few years. 
This will determine the course of 
much rural marketing. 

2. The probability that purchases 
by farmers will show an increasing 
swing toward consumer goods. 

3. Optimism on the part of manu- 
facturers who await more definite 
information on the proposed legisla- 
tion before completing future rural 
merchandising plans. 


Seek Billion More 


Dr. L. H. Bean, economic adviser 
to Secretary Wallace, said, ““The De- 
partment of Agriculture’s position 
has been that farm income has re- 
cently been short about one billion 
dollars of the parity income standard 
as defined in the present soil conser- 
vation act. 

“The objective of the new bill will 
be to approach this standard more 
closely.” 

The actual tenor of projected legis- 
lation has not yet been disclosed. It 
is reported that it may be a com- 
bination of the Flannagan bill, spon- 
sored by the American Farm Bu- 
reau Federation, and the so-called 
Administration bill of Chairman 


“4 Chicago food dealers vote overwhelm- 
ingly for RADIO . . . and radio, to Chicago 
_.foed dealers, means WBBM. - 


These facts and more are brought out 


in a personal interview-survey just made in 
‘ Chicago's Grocery Stores. Radio is proved 


favorite medium . . more votes than 
media combined .. . and WBBM 
favorite station, with a 76% lead over 


its nearest competitor! == 


The survey is sound, it is full of meaning, 


"and it shows the best way to get the man 
behind the counter behind your product: 
use WBBM. Complete details? Just write. 


W B B M CHICAGO 


Owned and operated by the Columbia Broadcasting System. Represented for all spot busi- 
ness by RADIO SALES, a division of the Columbia Broadcasting System: New York @ 
Chicago @ Detroit @ Los Angeles @ San Francisco. 


PROGRAM HUDDLE 


Chester Doyle (left), McCann-Erickson, 


San Francisco; W. H. Blackman, divi- 
sional leader at the Four A's Pacific 
Coast Del Monte convention, and Ed- 
mund Pitts, J. Walter Thompson Com- 
pany, San Francisco, program chairman, 
go over some program highlights. 


Jones, of the House Agricultural 
Committee. From a _ purely cash 
standpoint, the latter has an edge in 
the fact that cash payments would 
be made farmers, regardless of the 
market price, while the Flannagan 
bill provides payments only in case 
of low market prices. 

Indicative of some uncertainty on 
the part of major advertisers in the 
rural field regarding proposed legis- 
lation was the comment by Frank M. 
Folsom, vice-president in charge of 
general merchandising, Montgomery 
Ward & Co. 

“The proposed farm bill has not 
yet been discussed here,” he said. 
“Consequently we are not able to 
predict any reactions which might 
obtain from its passage. We feel that 
it is a little too early as yet to guess 
one way or another as to future 
trends in rural buying power.” 


Sees Farmers Wary 


J. M. Tucker, general sales man- 
ager of Oliver Farm Equipment Com- 
pany, Chicago, reported that “from 
the standpoint of income, the farm 
market picture for spring appears 
very favorable, although many farm- 
ers are wary of future acreage re- 
strictions.” 

This company took a leaf from the 
book of the automotive manufacturers 
in launching a new tractor, as de- 
scribed in ADVERTISING AGE of Oct. 
25. Meetings in all branch offices, 
followed by a dealers’ convention, 
celebrated the tractor’s debut and re- 
sulted in a favorable volume of or- 
ders, Mr. Tucker said. “Looking 
ahead to a possible temporary set- 
back in the spring,” he explained, 


“we wanted to do something now 
which would step up our present 
business. We believe that this mer- 


chandising plan will give us a very 
successful fourth quarter.” 

The general business situation was 
also named by Dr. Bean as a major 
factor involved in the agricultural 
program of the future. “If there is 
no substantial change in the business 
picture,” he predicted, ‘a consider- 
able degree of success on the part of 
the agricultural program can be ex- 
pected.” 


Machinery Deficit Overcome 


Favorable income for past two 
years, Dr. Bean pointed out, has 
enabled the farmer to make up a sub- 
stantial part of his machinery and 
equipment deficit of 1931 and 1932. 
This, he continued, should enable the 
farmer to spend a larger portion ot 
his income during next year for con- 
sumer goods. 

Household appliances, it was indi- 
cated, may receive increasing promo- 
tion. M. W. Thompson, advertising 
manager of General Household Util- 
ities Company, said that this com- 
pany would shortly introduce a new 
line of gas and kerosene refrigera- 
tors aimed at the rural market. 

“As far as we can see,” he com- 
mented, “the farm market will be 
fairly good in the spring. At present 
we are concentrating upon our line 
of electric refrigerators. Later, we 
shall initiate our program on the gas 
and kerosene line.” 


Objective: Greater Stability 


In the clothing field, E. R. Richer, 
advertising manager of Hart, Schaff- 
ner & Marx, said, “Continued finan- 
cial support to farmers by the gov- 
ernment should have a favorable in- 
fluence upon our sales. Our business 
is very good at present in rural areas. 
We hope that it will continue to be 
so in the next several weeks’ ‘legisla- 


— - 


Biggest Issue in 
6 Years for “Post” 


Philadelphia, Oct. 27. — Pro- 
motion copy for The Saturday 
Evening Post in a broad list of 
newspapers throughout’ the 
country, yesterday, laid stress 
on the fact that the current 
issue is the “Biggest Post in 
Six Years.” The issue con- 
tained 160 pages, exclusive of 
covers, and its appearance 
might be regarded in advertis- 
ing circles as one timely 
answer to comment on possible 
business recession from the 
stock market skid. 


tion period.’ Within that period, we 
hope to gauge our prospects for 


spring.” 
Parity regional distribution of 
farm income is hoped for but not 


guaranteed by the administration, it 
was reported by Dr. Bean. 

“While one of the major objectives 
in the agricultural program is great- 
er stability as between farm incomes 
in the various areas, there is no 
guarantee that agricultural income 
can be so evenly distributed,” he 
said. 

“If general business conditions re- 
sume the advance in 1938 and 1939 
and the national income expands 
with it, then the producers of live- 
stock and livestock products in the 
New England, Central and North 
Central states will find their incomes 
rising.” 

The export feature will play an im- 
portant part, he predicted, upon the 
purchasing power of the grain West 
and cotton South. 


Psychology Factor Cited 


Psychology was cited by Edgar 
Schnadig, executive vice-president of 
the Chicago Mail Order Company, as 
one of the most important factors in 
judging farm buying power. To em- 
phasize this, he pointed out that 
“cotton was quite high this spring 
without causing a relative jump in 
farm buying. Yet when cotton fell 
off in the fall, a reaction was imme- 
diately noticed.” 

Recent market fluctuations were 
also referred to by C. N. Watkins, 
advertising director of Jewel Tea 
Company, Barrington, Ill. “Lower 
prices and shifting markets have had 
a disturbing effect,”’ Mr. Watkins 
said. “However, crop conditions 
would seem to indicate that we can 
continue to expect good business in 
rural areas.” 


Insurance to B-S-H 
American Automobile Insurance 
Company, St. Louis, has appointed 
Blackett-Sample-Hummert, Inc., Chi- 
cago, as advertising agency. 


All-Star Cast 
Presented for 
Boston Courses 


Boston, Oct. 28.—The educational] 
lectures for students of advertising, 
sponsored by the Boston Advertising 
Club, will feature a “million dollar” 
faculty of advertisers and agency 
executives scheduled to lecture on 
all phases of the industry, it was an- 
nounced today. 

Preliminary addresses have in- 
cluded one on the function of adver- 
tising and its place in business by 
Allyn B. McIntire, vice-president in 
charge of advertising, Pepperell Mfg. 
Company, and another on coordina- 
tion of advertising by Paul Swaffield, 
advertising manager of Hood Rubber 
Company. 

Further lectures on the program 
are: Nov. 9, “The Advertising 
Agency,” Francis W. Hatch, vice- 
president and New England manager 
of Batten, Barton, Durstine & Os- 
born, Inc.; Nov. 16, “Research,” E. D. 
Parent, president of the company 
bearing his name; Nov. 23, “Pre- 
paring Advertising,” Victor Nelson, 
vice-president, Louis Glaser, Inc.; 
Nov. 30, “Effective Copy,” Julian L. 
Watkins, copy chief, H. B. Hum. 
phrey Company; Dec. 7, “Types of 
Copy,” Edmund §S. Whitten, presi- 
dent, Edmund S. Whitten, Inc.; Dec. 
14, “Visualizing the Idea,” Thatcher 
Nelson, designer, Oxford Print; Dec. 
21, “Art,” George W. B. Hartwell, 
art director, Alley & Richards Com- 
pany, and Dec. 28, “Production.” 
Paul Eberhardt, production manager, 
Doremus & Co. 

Other notables on future programs 
are Claude A. Higgins, space buyer, 
Alley & Richards Company; Ear] M. 
Dempsey, classified advertising man- 
ager the Boston Herald & Traveler; 
Myles Collier, manager, Eastern Ad- 
vertising Company; Ken R. Suther- 
land, president, Sutherland - Abbott; 
Charles W. Phelan, director of sales. 
Yankee Network, and Clinton C. 
Lawry, Outdoor Advertising, Inc. 


Retailers’ Manual Bows 


Institute of Distribution, Inc., New 
York, has issued the 1937 edition of 
Retailers’ Manual of Taxes and Regu- 
lations. It presents a compendium 
of state and local laws affecting re- 
tailers. 


Marketing Detective 


Services of experienced man in mar- 
keting analysis and product research 
now available. During past five years 
has served many large advertising 
agencies. Ideally qualified to assist 
manufacturer or agency in coordinating 
sales and marketing plans. Gerald 
en 881 Washington Ave., Brooklyn 


Member CCA 


plant operating problems. 


dollars a month. 


for your 1938 plans . 


461 Sth Ave. 


“TEN’’...only a three letter name BUT.... 


. it's well known to more than 52,000 active plant operat- 
ing men in industry as the name of a unique monthly service, 
which gives them more than 600 FACTUAL industrial product 
descriptions that they check for the answers to their current 


. and to more than 400 leading industrial advertisers it 
spells a modern, improved brand of advertising coverage, 
interest and ACTION for only 79 to 85 of their advertising 


Hence "IEN" leads the field of publications to reach operat- 
ing men in industry as a whole—write for the "IEN PLAN" 
. . address 


INDUSTRIAL EQUIPMENT NEWS 


Started May 1933 


New York, N. Y. 
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The FIRST 3 MARKETS GROUP makes 
it possible to apply at low cost the intensified adver- 
tising pressure warranted by the sales opportunities in 
America’s three largest metropolitan markets, where 
the coverage of other national media thins out. 

Picture section position and roto reproduc- : ° 
tion of the finest character assure peak reader attention  @& ° es : 


ia 


from a tremendous able-to-buy audience whose _re- , 3 
‘ sponsiveness to advertising is proved by the display 
4 linage leadership of each of the First 3 Markets Group 


newspapers. 
73 OF AMERICA’S BUYING 


First 3 Markets Group advertisers get 64% 
coverage of all the families in metropolitan New York, 
Chicago and Philadelphia, and 44% coverage of all the 
families in the 294 counties which account for more than 
one-third of America’s retail sales. 


® 


More than one-third of all 
the retail sales in America 
are made in the 294 coun- 
ties in which the First 3 
Markets Group reaches 
44% of all the families. 


© 


NEW YORK SUNDAY NEWS ¢ CHICAGO SUNDAY TRIBUNE ¢ PHILADELPHIA SUNDAY INQUIRER 


WILLIAM E. FARRELL, 220 EAST 42nd ST., NEW YORK CITY, VANDERBILT 35-9292 


JAMES CRAWFORD, TRIBUNE TOWER, CHICAGO, ILLINOIS, SUPERIOR 0100 
KEENE FITZPATRICK, KOHL BUILDING, SAN FRANCISCO, CALIFORNIA, GARFIELD 7946 


MARKETS GROUP 
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Radium Promoted Though 
No Surplus Is Available 


Toronto, Oct. 28.—Distribution of 
the first advertising piece ever is- 
sued for the commercial exploitation 
of radium, a 24-page booklet, pro- 
fusely illustrated yet containing no 
picture of the product itself, has 
been launched by Eldorado Gold 
Mines, Ltd. The booklet has the fur- 
ther distinction of advertising a 
product of which the Eldorado com- 
pany has no surplus stocks. 

Titled “The Romance of Canadian 
Radium,” it links the subject to the 
ancient belief in the magic power of 
minerals to heal diseases and save 
talismen wearers from harm and as- 
serts that “now the magic mineral 
is a reality” which, discovered in 
Bohemia, is found in quantities 
“only in equatorial jungles or polar 
wastes.” 


Cites “Outlandish Claims” 


Commenting on the unique proper- 
ties of radium to cure by touch 
and to touch “without direct con- 
tact,” it declares that “no ‘false and 
misleading advertising’ could invent 
a more outlandish claim. Radium is 
more than a magic mineral. It is a 
talisman.” 

After a brief explanation of the 
behavior of the mineral, which is 
described as “eternally running a 
temperature,” the text swings into 
a historical sketch of its discovery, 
involving “Chance—and the Curies,” 
and then into the “saga” of Canadian 
radium, which is “mined” far up in 
the Northwest Territories at Radium 
City. As much as 500 tons of ore, 
rich in valuable minerals, are re- 
quired to make one gram of radium, 


MARKET RESEARCH 


When you have a difficult merchandising 
problem, involving a possible change in 
policy, let us submit our plans for its 
solution before you reach a decision. 


ARTHUR C. WEICK COMPANY 


20 W. Jackson Blvd. Chicago 
Wabash 5379 


it states, and the final extraction of 
this precious gram is done 4,000 
miles south, at Port Hope. 

Under a full-page photograph of a 
hand holding a small glass tube, 
there is printed: “This picture book 
about radium contains no picture of 
radium. Pure radium has never 
been photographed. Few have ever 
seen it. In the glass tube, or 
‘needle,’ are a few thousand dollars 
worth of radium bromide, a pinch 
of salt.” 


Tells Industrial Possibilities 


After referring to the achievement 
of the Eldorado company in winning 
the first ounce of Canadian radium, 
an occasion celebrated by the Cana- 
dian Department of Mines in No- 
vember, 1936, the booklet concludes 
with a sketch of radium’s uses in 
the fields of medicine and research 
and its industrial possibilities, par- 
ticularly for making radiographs of 
metal parts and for luminous paint. 

As to the underlying purpose of 
the booklet, it is understood that the 
Eldorado company is the only pri- 
vate commercial radium company in 
the world and the only commercial 
producer now operating, although the 
Belgian government is thought to 
hold a relatively large store of the 
mineral in its possession, some of 
which is for sale. Though the com- 
pany is said to sell in advance every 
ounce of radium it produces, it con- 
siders that it has a public duty to 
promote a more general understand- 
ing of the value of radium and the 
part the company is playing in in- 
creasing the world’s usable store of 
the precious mineral. 


Winslow Advanced 


Hugh W. Winslow has been ap- 
pointed Eastern advertising repre- 
sentative of Popular Photography, 
Ziff-Davis publication, New York. 
The initial audit of this magazine by 
the Audit Bureau of Circulations 
shows 164,239. 


MY FRIENDS, 
FOR PEARLY TEETH 


AND A WINNING 
SMILE USE TOOTSY 


WOOTSY TOOTHPASTE 
TRY IT TODAY / 
ONLY 10 CENTS, 
A TUBE! 
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THE IOWA 


LISTEN, BROTHER, 
IF YOUVE ASTORY TO 
TELL,USE THE IOWA 
NETWORK - ~- MAXIMUM 
COVERAGE AT MINIMUM 
COST PER THOUSAND 
FAMILIES IN THE 
STATE J 


NATIONAL REPRESENTATIVES: 
E. KATZ SPECIAL ADVERTISING AGENCY 


NETWORK 


Radio Stations of the Des Moines Register and Tribune 


KRNT 


CBS Basic 
Des Moines 


NBC Blue Basic: MBC 
Cedar Rapids—Waterloo 


KSO 


NBC Blue Basic: MBS 


Des Moines 


COPY EXAMPLES 
DISPLAY BASIC 
EMOTION POWER 


Illustrations Dominant in ,10 
Advertisements Chosen 


New York, Oct. 28.—Ten practical 
examples of advertising which works 
have been singled out by Daniel 
Starch and Clark-Hooper, Inc., re- 
search agencies, with selection based 
on the ability of the advertisements 
to stimulate effectively the basic hu- 
man emotions which lie behind pub- 
lic interest and buying. The selec- 
tions form an appendix to “How to 
Get People Excited,” published by 
True Story magazine. 

Analysis of the advertisements se- 
lected reveals that without exception 
there is domination of illustration, 
despite the fact that they have ap- 
peared over a period of years. It is 
also worthy of note that at least two 
of the advertisements have in the 
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Dominant illustration marks this Pepperell 
Fabrics copy selected as an example of 
basic emotion appeal. 


past also won awards based upon ex- 
cellence of their craftsmanship, and 
not on their ability to hold the in- 
terest of the average reader. 

Interesting among the advertise- 
ments picked is one for Listerine 
which was originally done by the late 
Milton Feasley, nearly 16 years ago. 
Layout and art have been changed 
from time to time since the copy, 
headlined “Often a Bridesmaid but 
Never a Bride,” was first written, but 
the text has been practically unal- 
tered. 

“Chain the Sword” is the headline 
of another advertisement for the 
Metropolitan Life Insurance Com- 
pany. A large illustration of 
Damocles’ sword hangs down the 
copy which compares the sword, sus- 
pended by a hair, with the threat of 
diabetes, and points to insulin as the 
chain to stop the sword from des- 
cending on the heads of man. Haw- 
ley Advertising Company is the 
agency. 

Another insurance advertisement, 
for The Traveler’s Insurance Com- 
pany, is on the list. “Thoughts at 
Thirty Nine,” is the headline, and 
the copy is a contemplative soliloquy 
by a man who has reached that age, 
and although he is not wealthy, he 
feels secure in insurance. The il- 
lustration, though simply showing a 
man standing alone with a vast but 
dramatically silent background, 
takes about two-thirds of the space 
used. Young & Rubicam, Inc., is the 
agency, with H. F. Ward responsible 
for copy, Robert Wilson, layout, and 
Albert Dorne the finished art. 


Choose “Stella Dallas” Copy 


Most recent of the advertisements 
selected is one released this summer 
for the motion picture, “Stella Dal- 
las,’ with copy by Mrs. Franklin D. 
Roosevelt. The headline is simply 
descriptive: ‘“ ‘Stella Dallas’ Inspires 
a Discussion of a Mother’s Vital 
Problem.” Cecil, Warwick & Legler 
is the agency. 

An advertisement for Ipana tooth- 


paste, “Shipboard Sensation—Until 
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Illustration and layout have changed but 
this copy for Listerine written 16 years 
ago still ranks high in emotional response. 


She Smiles,” gains effectiveness 
through its appeal to a common prob- 
lem, romance. The illustration is 
simple but large, showing an attrac- 
tive girl, not smiling. Pedlar & 
Ryan, Inc., New York, is the agency. 

Two of the advertisements—one 
for Rinso headlined, “A Magnet on 
the Beach—She Was a Washout In- 
doors,” with Ruthrauff & Ryan the 
agency, and another for Ovaltine, 
“You’re as Thin as a Rail,” created 
by Blackett - Sample - Hummert—em- 
ploy straight comic strip technique. 
The former appeals to the common 
desire to be attractive, with the re- 
sulting social and romantic returns; 


Travelers 


Insurance Company's copy, 
headlined “Thoughts at Thirty-Nine," 
gives another example of dominant 


illustration. 


the latter again hits the motherhood 
theme, for it is a child that is por- 
trayed as being as “thin as a rail.” 

Pepperell Fabrics’ advertisement, 
“Meet Mrs. Henry Johnson, Success- 
ful Housewife, 1962,” uses a large 
illustration of a baby, and stresses 
the permanence of Pepperell reputa- 
tion. Batten, Barton, Durstine & Os- 
born is the agency. 

“Reaching for the Moon—And Get- 
ting It,” headlines an advertisement 
chosen from Packard’s campaigns. 


The illustration shows a young boy 
of years ago looking enviously at an 
old-style car. Today he has a Pack. 
ard. The agency is Young & Rubi- 
cam. 

Has Double Appeal 


Finally, there is a savory illustra- 
tion selling Kraft cheeses, with three 
pictures of appetite-whetting dishes, 
“When You Get Stuck in a Meny 
Rut” is the headline, which appeals 
to the everyday problem of the house- 
wife as well as to the appetite. J, 
Walter Thompson is the agency. 

These 10 advertisements are used 
as supplementary material to True 
Story’s tabulation of the public’s in. 
terests as displayed in 60 everyday 
problems presented in the Home 
Problems Forum section of the maga- 
zine. These situations are ranked in 
the order of the number of commenis 
they received from readers, and from 
this ranking a “credo for copywrit- 
ers” is constructed, with these five 
“characteristics of excitement” de- 
duced from the returns: 

1. The everyday situation is the 
most interesting. 

2. The common problem without 
a popular solution arouses interest. 

3. Intense interest is aroused by 
any implication of threat to the se- 
curity of the home. 

4. The virility of the presentation 
of the theme is an important charac- 
teristic. 

5. The virility of the conflict and 
the degree of persecution among the 
individuals concerned has strong in- 
fluence on audience reaction. 


Richlin Appointed 


Alexander Richlin has been ap- 
pointed account executive of Mon- 
trose-Rosenberg Company, New York. 
He was formerly in charge of pro- 
duction of Edward B. Gotthelf & 
Associates, New York. 


Campbell Lampee Named 

Excel Metal Cabinet Company, 
Inc., New York, has appointed Camp- 
bell Lampee, Inc., New York, to 
handle its advertising. Class maga- 
zines will be used. 


THE CHICAGO 
DAILY NEWS 


Chicago’s HOME Newspaper 


WITH THE MOST VALUABLE 
CIRCULATION IN THE CITY 


Daily News Plaza, 400 West Madison 
Street, Chicago; New York Office: 9 
Rockefeller Plaza; Detroit Office: 4-119 
General Motors Building; San Francisco 
Office: Hobart Building. 
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Of course, we haven't all of the 
best engravers in the world — 
any more than Hollywood has 
all the “lookers”. But we have a 
crop that’s the cream. More im- 
portant is the way they work to- 
gether. They click. And engrav- 


CM 


CHICAGO 


ings are a team-work product. 
We think our men will like this 
advertisement. We know they be- 
lieve in the spirit of it. We think 
they like their jobs and believe 
in us. Sentimental? Perhaps, 


but it pays dividends both ways. 


COLLINS, MILLER & HUTCHINGS !N¢- 


207 NORTH MICHIGAN AVENUE 


phorree: 


eae : : : ee : ‘ ae <a a. z i cat 7 he 
as Ae “ + 4, Sig 5 aa ‘ a us . 
sf i C renee : nals = - < 
Tea py ts : bas a > 
F: i) ats Sto te 
’ — = eee wigs FS 
: a am, 5 
, ERTISING AGE ee 
war? Ps: 
. So et 
mote ee 
: i 23 aie 
Ee ae f : & i —. 
:2 : 
3 2 ed ee ‘ ; z ‘ me . fers 
: aie = : is ) Me 
aog — ae _ 2 , 2 : - eo 
ae ek a. 3 , a al .- eae Boe a Seema Ss i Te, ; 
' as fel # 4 Pa & .. : ‘ i ge 
, 4 — q 4 . : as 
7 vs td 4 ‘m 2% S 
2. % vc ay an ee re - : 7 at 
4 le. . ee oe ra ie 
‘ noe ea : a es a iS 
; won ‘ 5 eee ~ i ‘ 
. i é ta a i 48 3 a a es 7 : ; ' = 
4 : , aie j PE Bese cy : ee 
l n 7 4 f oe : ’ ; 3 oo} Pow ia : Fi hen he a : 
" e - i Ee ~ | aw i = Md * ea ; — . i - iy 
fe ia a - — 4 ; ee ‘ - ‘ , e a 2 ‘ 
| oF ; q | a 4 oe ma a a hot a oe 
- «1. Poe ec aie ® . K ‘ rae 
2 { 7 ; : a eer . 1 ingle ; 
2 4 } . fe =o a3 : ites. on ‘ 
; —- * B } he ‘ Re: Wel a Bk <5 ert ae ; : 
4 : af ol & ? - 7." 48) 4 * Na ee a gu See m * 
i : 4 * = c ' oitahalll ER ig 4 as 4 Se VR ME RAE oe ce * , 
Wrenn TTT | ac Sent : 
> r 54 me tabi } io %, a. = - ’ 4 ‘ 
a f | 23 a Tees & is 4 
. Ef | : i oe ae id > 4 | | “ 
J kts ; F 2 - 
: é (ihe Pi sat 2 : 
> J. " Soot ea * ’ —_ | - eh a é TY ry és = gy pies t i 
= 3 ae! b, oo, % r ? eS . 3s i % >a e 
; b aa Recah sas SS 3 Ree. TO Assan 3 
= Cre ~ + a gi . : “ zs. ‘id - 
z ae am iis se . Re % 14] ee = ai nae . z ; 
. iy 45 ad eon . i . = 
: — 3 ee. ee. a J ait 3 ae oe ‘ % 
1 ; aa : a mgs he ; Spy eee si j 7 ig 
_— BS, a . on © . | ae + geet ea S| 3 ie 
oe a ll — 9 a ‘ . anes yea = * Ss SP Be ¥ 
1 : ° (Mirgoig et ae . —  — % NS hal? ae a oy oe i es - ‘ : ‘ ‘ : g 
| a. ee — = as > ae are wie raat e Git 
“ . ae ; ee ee: a ™" a et. | < “ faa vez aig ae 5, ? j F ie hea 
Ree ts Nee So 4 a ‘ : F ‘ eas Et = tae ae : Pe nas : : 
a Z zo see eames een | , — : - A ? See a ee j Saige ae a bs = dd peibie Mee ps : ; 
. Re 2 nese 3 . mo _ Pie eae ga : eee ot oe ¥ ; See eg Bete cea ae 
“ —  . 9 4 ; oe age a a y j - SOs as Sane St ; : BAe eck oe ae 
: OS ee ee re a ~ es, yy, * q 5 ae oan por ar Senay Pane oy a ees oe con ee Be 
aes BOTS Oy gs : as : * ieee 3 ete ts Se eden ae 4 3 Sc ee roe ae 
BSE wi —— a i Sere ae oe ae oes Ree pees a 
e@ r Berclcte & PE ae <j 3 ae * Sp ee ewe Pak eee ae 7 aod eg ete ee Pe aka Sy pee Tee 2 pies Bee 
— tt Se * ae See Ni Gee ey ha a. 
aE re ae eas = ' ~~ ‘ —. a ites denne Bales ee ae TE ee eae Si Fae gas Be 
oe t(<—“ tS ee ‘a oe ae G =>. - ees ee ee Pe 4 
t ee oo es oe ¥ > ahaa — a . ‘ ae eee S ne is oe bi - ie ; z Sth Sees 
re Oi oe a ie ; < Sei pee > i. ee ng ecg 23 4 eS ae Se ‘iced ye a ms Se ee re» Fa a 
Be, eee Fear 4 Cie ma ss — ii en ae Se wr. fae: “ ‘ gee gi ge ee ae 
Bn ae : 34 aie eg od x Bs aut oN , te — ™ Bs - Foe iat Aer ae oe - i 2 a ise ete MeL 7 eS eee 
etal = a tur Z De - le aia Bax” Ca 4 ee -: ey nae) — Geum cha ee Saat a= = rm 
y 5 mh nga rf re <e i i . ES ee mas 4 eo a eee — eats iy: tg s Pat Pg ieee 
* ae = i lial . , < et oes 4 pee, & ore ps 3h ee _- one mek al ’ ay eco sie Sha ‘* 6 eS ¥ A = 
Ba peter talh vo, ek aaa “ 2a. ae pos, A OA! Se ee ree bs Rovio ee ie YN a me : a “sa bce rs gay ia = i * re ike 
4 2 TOP he ee fee a toe : cy ere 4 a aie: oe ae ae kee 4 a i a ot ae ei iA. ee 
ee at Sp ee aah pe aaa ore a eae. eee ter ee Hier Riiog os) ee ag eee ay 5 se : my ae we aaa aie Se 3 . = Pia ee eo eal md 
ae eis Dh es ax © Hepat eae : aN Se Poo 4 jae eo Ai ig ea) NSE rs Se rss ‘ Le aye ee . _— . : Do ft a aye tae as sie i 
n eee pele ae IN eS) as oe sy ee” as a ; ; Y Sa RES irene j es : r : Ba ng, aaa nee f 
yn ame ee | eee ola aig , on" _ aa ee i x es eee ee = — ¥e ity a agent es 
ae eee te, Sete Coe gostei ners be ; oes sr ee aad) acc tees = Se ‘ j ; ee Pau De aig St Be caer ae 
ea es : yes bs rt ge patna 5 Sede yo pits F ae ra Bee co — RO ; ao o ee ae = ; are thee 
s Be ace i sey a a on ee spe oat! Reet eater Se Pe if Ya aa Pen 7 eee Stee a “Sa ‘ eh ee Aaa a % ; ease) . ‘ eee SiN E's 2 - <5 See 
Batt ices vi AS ae Sie ieee a been cme ees ee, et Mag “a ee 8 41g | Bi BS ot tebe ie rg 
d : vow: * fe 2 a Se, ve pling ee at. * : sh Se, ae en ok 3 fi Bee, Perio. Ree oS Steer as ce me vite 
kp 3 “a ie the F wee eee a _ Ane era ice, “ees ; Pitts ns 1) ee A ; ea bs 7 : Ee AR oe os EA ae am 
ae ee i, me \ eee > en? or ae ed god a a &,°% = a ae ae ke ay : os 
e , . eee * : : ara, nat ‘ \ ee : a * oa ha. + ee Ue spe See ee rr Bis Be ee io EE RET hs of Z 
ae re gee Bie, “arg artis ed * Ws ce ss ora oe Se iam eo Bi ee ‘ . : 27. Fe 4 er Bers wy "1 es Se =o aps Roo eee Oo ee Se 
et sie $e 34 ae f ae os ‘ e. ¥ yr Aare ee “5S toe gee ¥ *& Pe pte es) Sha eer ween ce F a 
™ > ae es Hae SEE. oy a 2 ‘ Sh 5 . Pek ee a : Emer S ‘ ; Bo ‘rs ~ : S s S07 Same be ee aes en Ta chaps eats. 
% ere Py peer 04, a ot es ~ gs a a oe ae iy a hae i i Per ae Ee bt ae = Si ig far os: Aula eae ee 
Pe, Seagate, «MMS, ee Sy eee x Ne . eae pe ale ager ws wR or Be ps. ees ea <eee eres rageemag 
gh eat he CS 5 i S \ — oS eee: ce oe BS ine ‘ Brees 2 ae Pain Ree 3S , ny ee h eid, ee eeree es 
, Ree | Si paea o9 \ ee ae Ss A ee = = eee a vee a chats Te 
\ oe Pie ; Wy y a rs = at Ay) Cees ee, X, i gegen . ‘ 3 ee ee rh : oes at aid el ea 
Z 2 hoe 5 a 3 ‘Gee ee % ; Te aa , og ? ws > ees. oa as i ate Teter 
A eee 4 a & - ‘ = ‘ ‘ Ria fe . + a os ‘ Y & eke ar? . ; 
Veeer ae = a i mm Pe aj 2s Fae fastens = ae See pie: 
i a Aa ame % te. LS i  aaemenelll : si AEN Oy eee 1 54) Cl eerie Mle a ee», ee eda ea 
eco y —_— ras.” loa ee ag eae Be or" eee 2 %! Sadie 
ia > A aa seats tail + lee Pon roe i. 7 ON Epo Ate Ae get a Et Aiserasy 
: ; s) a OL paar cee ee ? ' oe ee > “ Be ares Sas ey) A a Gan 
> z =m 30 Serie tae te ee ie So alli ie, oth a Rae (a al lia t 
aaa es tee Re eee _ aaa 
4 Behr ie ee ae ge Pl EE Ne a) ae a es ll a 
i & 52 are i ae . . "eas Sy Pe pao es a > =f 
4 j hy oe — Sea — Et Lappe Len Ary Pa x 
HR ‘ oee Poe ges > . She setae Se a ‘ one 
| a ; am uit Tag Hy ES s ud ee ep Re ga tie Z abcd 
| _— 5 i ree aes 
| ; i ie on ‘ % #0 9 eae _ " _ " Pe ie oa a 
4 Bi ee , s “ee ; < 3 bs ‘ei : * ee. a i ok Pe : q . a, a : Peek . A ees 
EE ais ee Pee De ARE ea 2 ea so ta : , rer 
y ba ee € , a alas " t Bice eee 3 ra be ‘ 8 a 
4 j tga § ; is “ a Bs eS i , eee ae 
p- oe si ‘e pa a ten eee ae tS 
re ee P , ; 4 “ye Sa pont ast Mis 
to , ‘ A — Paar. ”, ie : ’ Bie eek 
os dole ee ee 3 4 * pt ee 
" ~~" Goh dad to * am 1 aaa Ml 
- ’ We — eet - fame % 1 Both yal Skea 
a ad ‘ pe j Bi a ae ate : - = Sg A iS : yo SWF Rca 
é : ee é ag i vee alee a ” a ‘ Lag TORE 
‘i fe . a . iY Sages ee 
= ae Qe ae, Se ie : — e? sete aioe. 
é Meee a " 7 ol i) Bet Se eat 
% ; ie Bey q ys “ ; yah te) Ss 2 ret 8 
j —- |. i Me ° tae alse 
- .  #£4\%s ee rae eas 
: Bi a ee oe c ee ae 
ee ¢ < de S * ~Pavin ee PT i 
} . ge a i Skee 4 et, ee “ah iG 
ee "hn, d 
Loman Bot hes 
ne Gace res. me i ins 
—— i aoe 
en: ee ; Rey } gad 
Re ate ee : - Raat ine 
a § ss 
aa we pao s Hileman 
- ; Mpa 
: OS ee SNA Saag 
\ oa ep ety ay 
i. : peers 
da ily ae 
7 
eee mx 
Soares a: 
| ane 
Bane a iis 
| ae ee ye oelL 
: ey 
Sin Pe ew 
Baltes Vitis 4 
te s : 
rie See een 
ee ea 
ie Sa Oe 
iar 
a. 
— pia sao 
5 ee aoe 
ees 
ey Ris 
* ai Py 
Ny 
7 ae te 
aS op atahe 
pas 
Vert = 
ee 
Vig ue bea, os iy 3 Sap sO +, ie : 
a hea beaks Gr Me i cae A ecey ee 
Lote He Sou noe 15 (ee AL DREN aed eats ; iB Yb 
ie eke Waa BE diy a Bee cere ds 2 pte Ps Rice a WR ene Dene BN gh Z a a 
_ Tip DE BEA ea Pains Sot PI Be of Vimeo eeek ie a Rta ek oe hh Sines The ik da inn ae Sg io TNA ae 
: oe : actet ie peat gee Ni aacee meth ct © die SeUe MA ao et ae & che ee a ast I te gen oe subs ; Lae 
hee f W ; cs alesse is iene ke Ste CAI aiid Miers grin ere een eee Wk ep iaoc yack aap ey EE say Same s 2 ; Ree? tas sa 
eee 4 ey > bane bat ae Big. nae a PR ARLEN ae Be ANSE Eh lore At bake poe | spe BE es no eee Me ecole eee 2 
“ Pe a E ? oes CIS etc iar es" Re ee ag Se Bee Ws tog Sey abc aks aad tes Sot oe * Ne ai 3” é ‘ y pears ate 
: nae “! ge Seana Seay, stig ai 2 nM Giae ie eGR a, gt eth prea eg Brida ee tae ae . SO Ae RN MEN dc ah SS Cha, sth 6 : Ne M,, 8 
Seon ate | he es = ai a bard ey Sa ot were Bee OTR ars hte a EA oe ne, nF Saran cS Na ee ie ee Cre ead Non ek felis Gaik vae Br ea ie . a « TORS Say 
ms : : rants » Hh Sie Pas ; 5 : uF i Sik eae ae ae hates, see: eae | Sn aces oe hae mack Pe ae tee ae Syn Sc des ode cy. Niyct tae 
¥ pS By Ss ye oes RRA piri, Sr ede A bene tee j a Sore: Bn ig EO a ec SORE et CREM ON) ee aa? Ro are Cee ee 
A 3 , Beds a ie Sas Pigg : Seka Ait eee ek So eS Oe: Dace Sa tare Nee eet A es 
a ; : q ee ; f F ; Da Bs ce PURO Se ee ce BS pean Soooe 2 ze She ais Pe 


24 


a See ¥ we ee ane eh 


ADVERTISING AGE 


November 1, 1937 


ny 


OPEN BUILDING 
MATERIAL FIELD 
TO PAPER CORES 


Dallas, Oct. 28.—With construction 
of a five room house and other small- 
er structures from hitherto unused 
cores from newsprint rolls, a new in- 


industry appeared to be budding 
here today. 
Demonstration of utility of the 


paper cores started a little more than 
a year ago when Ted Dealey, of The 
Dallas News, built a playhouse for 
his daughter from the cores. When 
the publication offered to give these 
cores to persons wanting to build a 
similar structure, an avalanche of 
requests poured in and a small build- 
ing boom resulted. 

The newsprint rolls, non-return- 
able, have hitherto been only a 
nuisance around newspaper plants. 
That they are excellent building ma- 
terial remained to be demonstrated 
by the Dallas tests. 


Get Rustic Effect 


An example of the utility of the 
cores is presented by the home of 
Mr. and Mrs. Parker V. Lucas, which 
gains a rustic appearance from re- 
semblance of the cores to logs. In 
this five-room structure, between 
1,200 and 1,500 paper cores were 
used, split lengthwise except for 
those employed in making the porch 
pillars and fence. The half cores 
were joined at the corners with 


asphalt and the entire outside 
painted with linseed oil for water- 
proofing. 


The inside is finished in stucco 
and pine panelling and an electric 
range and modernistic black and 
white tile bathroom are included. 

A Dallas Boy Scout troop likewise 
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This interior of a Dallas Boy Scout troop 
headquarters shows another application 
of paper cores as building material. 


built its headquarters of the paper 
cores, and a number of other struc- 
tures have proven utility of the ap- 
plication in this vein. 

With newspapers throughout the 
country possessed of similar unusable 
and bothersome stocks, it was pointed 
out, it is entirely possible that a gen- 
eral market may be created for the 
product. 


Plan British Fair 


The 19388 British Industries Fair 
will be held from Feb. 21 to March 4 
in London and Birmingham. Total 
area occupied by exhibits will be 
900,000 square feet, and 3,000 exhibi- 
tors, representing 75 United King- 
dom trades, will participate. 


To Mackay-Spaulding 

J. Frank Dunn has joined the 
Mackay -Spaulding Company, New 
York. He was formerly vice-presi- 
dent and account executive of Wads- 
worth & Walker, New York. 
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ful sound-absorption qualities. 
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main line knitting. 


Getting Personal 


a temporary injunction against Remington Rand’s Close-shave 


George Bijur, who’s discovered a formula to keep his agency’s name 
onstantly in the public prints, scored again this week when he re- 
vealed he’s using old newspaper mats for ceiling insulation in his new 
Rockefeller Center offices; says acoustical engineers give them wonder- 
Papers from the 48 states are repr. 


CConcrarutarions, Mr. Bijur, and you tempt us 
to philosophize. Thus: If that ceiling of yours could 
talk, think what a tale it would unfold! Think of 
the legion of consumers and the horde of happy 
dealers whose wallets were depleted and filled by 
those acoustical mats of yours! 


It’s a novel use for them, indeed... but we have no 
intention of competing with Celotex ... so let’s call 
it one of those by-product profits and stick to our 


Because...as you and a rapidly expanding group of 
the cognoscenti know... 
merchandising, little to the average ceiling. Really 
fine mats, such as Direct Pressure Precision Mats (by 
P. & A.) are a great investment, Mr. Bijur. No doubt 
your morning paper of this date contained ample 
and pleasing proof of their graphic artistry. 


Partridge & Anderson Company 


Nickeltypes « Tenaplates - Matrices - Stereotypes 
712 Federal Street - Chicago 


good mats mean much to 


Telephone: Harrison 3732 


IS THE HOUSE THAT CORES BUILT 
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Mr. and Mrs. Parker V. Lucas built this house near Dallas of cores from newsprint 
rolls, demonstrating a possible new field for this product. 


FTC CONCERNED 
WITH POLICIES 
1 IN ADVERTISING 


Single Slip Usually Forgiven, 
Says Annual Report 


Washington, D. C., Oct. 28.—Adver- 
tising policies, rather than single 
pieces of copy, form the basis for 
regulation by the Federal Trade 
Commission, the annual report of 
that organization emphasized today. 

“If a publication or radio adver- 
tisement appears to be misleading, 
the commission sends a question- 
naire to the advertiser, requesting a 
sample of his product, if practicable, 
and a quantitative formula, if the 
product is a compound, and also re- 
quests copies of all advertisements 
published during the year,” the re- 
port said. “The commission also 
asks for copies of all booklets, fold- 
ers, circulars, form letters and other 
advertising literature. 

“Upon receipt of this data, the 
claims, sample and formula are re- 
ferred to an appropriate technical 
agency of the government for scien- 
tific opinion. When it is received, 
the advertising is carefully studied 
in its light, and a list of numbered 
excerpts made which appear to re- 
quire justification or explanation. A 
copy of the opinion and of the num- 
bered list are forwarded to the ad- 
vertiser, who may submit such evi- 
dence as he wishes to justify or ex- 
plain the representations made in 
his copy.” 

During the last fiscal year, the re- 
port says, the commission, through 
its special board, sent questionnaires 
to 836 advertisers and negotiated 346 
stipulations. The board recommended 
that complaints be issued in 12 cases 
for failure to execute stipulations 
and in 43 cases for violating stipula- 
tions. 

Only in instances where the board 
felt that danger to the public ex- 
isted were complaints issued with- 
out giving the advertiser an oppor- 
tunity to stipulate. 

Of 178 complaints issued by the 
FTC during the fiscal year, the pro- 
prietary medicine field was the chief 
offender by a large margin. It ac- 
counted 46 complaints involving al- 
leged misrepresentations of thera- 
peutic value and also figured in a 
number of other cases. 

During the year, the special board, 
comprised of three attorneys, scruti- 
nized 474 editions of representative 
newspapers of established general 
circulations and 1,014 editions of 
magazines of interstate distribution, 
representing an aggregate circula- 
tion of 112,000,000. 

The board examined 136,639 adver- 
tisements in these papers and noted 
22,662 which formed the basis of 2,317 
prospective cases. The board re- 
ceived copies of 439,393 commercial 
broadcasts by individual radio sta- 
tions and 30,983 by networks. The 
former averaged 1.5 pages each, and 
the latter, 10 pages. 

From this material, 24,558 scripts 
were marked for further study and 
finally boiled down to 1,275 prospec- 
tive cases for further review and 
procedure in cases which seemed to 
warrant it. 


REGULATION OF 
COPY ANNOUNCED 
IN PITTSBURGH 


Media Co-operate with Bu- 
reau for Truth 


Pittsburgh, Oct. 27.—The Pitts- 
burgh Better Business Bureau an- 
nounced today a detailed plan for 
self-regulation among retail adver- 
tisers to increase accuracy and de- 
pendability of their copy. 

The principal point of the program 
is a “correction system” by which 
all errors, deliberate and uninten- 
tional alike, will be corrected pub- 
licly in advertisements offering a 
complete refund to dissatisfied cus- 
tomers. The voluntary program will 
be supported by publicity, suspension 
of advertising privileges, or criminal 
prosecution for persistent violators. 
As in other cities where the plan has 
been put into effect, co-operation of 
newspapers and radio stations has 
been secured. 

“This is undoubtedly the most sig- 
nificant action towards self-regula- 
tion by business ever attempted in 
the Pittsburgh district,’ said George 
H. Dennison, manager of the bureau. 


Big Stores Acquiesce 


Formal acceptance of the program 
is expected by leading merchants 
within a few days. Details have 
been worked out in informal discus- 
sion with various retail groups, in- 
cluding the powerful Pittsburgh de- 
partment store association. 

Mr. Dennison said that develop- 
ment of the system has been decided 
upon as the major activity of the 
Better Business Bureau this year. 
Principal purposes are to increase 
accuracy and dependability of ad- 
vertising, provide visible evidence 
that errors are not permitted to go 
uncorrected, demonstrate to the pub- 
lic that “something tangible” is be- 
ing done to protect consumers from 
losses, and eliminate unfair trade 
practices. 

The Better Business Bureau will 
serve as referee in prompting the 
success of the plan. Stores will be 
requested to print corrections in any 
of four specific instances. They are: 

1—Where advertisements appear in 
violation of the Pennsylvania Adver- 
tising Law. 

2—Where advertising statements 
are a material mis-statement of fact. 

3—Where obvious and undisputed 
error occurs which could have been 
avoided by reasonable diligence. 

4—-Where errors are not contro- 
versial, with no room for ambiguity. 


Rules for Corrections 


The proposed system calls for cor- 
rection advertisements not more 
than two days after the original 
error. All correction advertisements 
will occupy three inches of display 
space and will be surrounded by a 
black border. They will appear in the 
same media in which the original 
advertisement was placed. They will 
contain “no excuses, extenuating cir- 
cumstances, or other extraneous mat- 
ters, as the reasons for the advertis- 
ing discrepancy.’ Corrections must 
appear adjacent to the store’s reg- 
ular advertisements. 


Reynolds Gets Two 


Frank J. Reynolds & Staff, Cam- 
bridge, Mass., has been appointed to 
handle the advertising of F. A. 
Woods Machine Company, Boston, 
builder of woodworking machinery. 
Business papers will be used. Cup- 
rinol, Ine., Boston, maker of Cup- 
rinol for preservation of fabrics and 
wood, has also named the Reynolds 
agency for a business paper and di- 
rect mail campaign. 


Two Join “Examiner” 


Harvey G. Weiss, formerly with 
Chicago Herald & Examiner, and 
Frank C. Addleman, formerly with 


the Washington Herald, have joined 
the advertising department of the 
Los Angeles Examiner, 


—— ey 


Shavemaster 
New Electric 
Razor Entrant 


Chicago, Oct. 27.—Featuring in 
promotion its 47 years of experience 
in making clipping and shearing de. 
vices and electrical equipment, the 
Chicago Flexible Shaft Company igs 
the latest entrant today in the elec. 
tric razor field. 

The new product, Shavemaster, 
utilizes a new principle in a high 
speed cutter which oscillates in a 
half circle instead of the customary 
clipping device, A. E. Widdifield, ad- 
vertising manager, disclosed. He re- 
ported that the company had spent 
seven years in making preliminary 
tests. 

Orders now on hand from jobbers 
equal production possibilities for the 
coming year, he said, so that the 
company’s national advertising will 
be limited, although dealer copy will 
be placed independently. 

Announcement of the razor to the 
public will be made in full-page copy 
in The Saturday Evening Post Noy. 
13. This insertion will stress the 
new principle involved in the razor, 
its warm reception from dealers and 
its quality construction. The retail 
price is $15. 

The company is also making avail- 
able to dealers a variety of window 
and counter display material, Mr. 
Widdifield said. Perrin-Paus Com- 
pany, Chicago, is the agency in 
charge. 


To Republic Steel 


Robert L. Baumgardner, formerly 
with the Times-Press, Akron, O., has 
been named assistant advertising 
manager of the Berger Mfg. Division 
of Republic Steel Corporation, Can- 
ton, O. 


JUST A MINUTE! 
LET’S LOOK 
AT MISSOURI— 


It’s a raise in pay for 
Missouri farmers this 
year. Not since 1931 
have crops “come thru” 
in the lucrative style of 
1937. Compared even 
with 1936 the results are 
amazing. 


For instance, corn is 
yielding practically three 
times the amount of last 
year’s crop. Other crops 
in Missouri are showing 
similar advantages. Fruits 
and vegetables have any- 
where from twice to ten 
times greater yields, com- 
parable in many cases to 
record years of the twen- 
ties. 


From such yields comes 
spendable income in 
bountiful proportion. 
Choose the Missouri mar- 
ket, then choose The 
MISSOURI RURALIST 
to best direct the spend- 
ing of the Missouri farm 
income. 


Missouri 
~ RURALIST 


Publication and Business Office 
(aay ‘Topeka, Kan. Py 
115,000 SUBSCRIBERS 


ra 


tet ieee. - 


set Late (en nin 
= iat ad - = 


— 


§] 
Pl 


Chic 
growtl 
little | 
storins 
this p 
be the 
busine 
ton, Pp 
tution, 
Institu 
here t 

“Aft 
said I 
ume | 
States 
per ce 
despit 
cent i 
per Cc 
age. 

wr 
Ameri 
about 
seven 
recog! 
to pr 
ing, k 
increa 
quired 
this | 
much 

He 
fore t 

‘4 
terior: 
sustai 

a. 
in pr 
ulatio 

a 
tion | 
growt 

Wh 
chiefl 
achie 
funda 
the fi 

The 
has « 
incres 
quire 
forme 
sump 


cretel 


deter) 
would 
a pe 
sump 
than- 
In 
creas 
the | 


i » de : : ¢ 7 : hy ri‘ ‘i : Ee ere. - ‘ ae ear, oe os 
why : y Rs : "i, . pices ie ‘ ais ‘gh oe 4 £ age A . ue ro ae: 
. = — 
: LL LL SS 
SS Nov 
CS | ee 
oe te - Pgs y _ 
<u, ) ae 
La oe “ : ie | 
: a.” “ae " q% AE he ae > 
i , A in» he Pe sa e ow oa i 
_ fr Pee >” Ne = ee Ny 2 a AS i. 
; je ie tere OE «ae , “s ; : J 
ca © pA sea ya ? 5 a ge d : ~ nN al ie ‘os 
Se eee NA | 
: —" Bie Ed yf. ae oa ty) %2 » pe i ; <. / - 
San Pe ae | ae 
A ‘ ns ee ; + ae . 
/ — net . << rs > a my A 
‘ . a4 hee d i = Toa . ne : 
. one r fi ‘gE — i ae oes ae a j 
— 3 y Sg 2ee. a5 ee 2 es "= 
od : } > f- ee Bok — le Ps 
bi Shs eo Ve = 4 ! Mee ae Sy 
aa sie ia es aie be 4 OL A * 
EM 2 aR et ah,” re ge sal ee Fe 
* Gog In — YF ake ’ p ‘ : 
: tae nai 3 pei es a Pa . . a ol 
-_ wie rg? ~_ *S i oe e . 
ies, E Pecan. a 
ee i 
i: ey, ee 
ee bd . r aa 
- eo ss | 
‘ Ps 7 —— | 3 
Mi ii? 4 
oe os aa Wb ff wri os 
; Se ae! “a ae odmetaeel aeeeni wenn + 
jh i) ecw cae ect NARI TI | 
pas os , tien atom manne 
MA a aS ee ‘ nee nants 
Bd i ——————— 
‘ Re ws as 3 
An, ee ; ae hae i i a2 4 
she * wa Ae — ae | s 
, 4) i he cs | 2 
% x | : aoe oe ee ~ * . “4 
an e Lio Z " we | S 
2 oe it 42 ai ng ae Pa 
cad 
— 
os 
eee 
ee HS iaiallicalaaiiiaiaaadl —— | 
= ° canna me a | 
Fa es 
fe a 
phe : a Ae 7 
> 2a 
' ; BeKy 
ena 7 
— ee 
‘ead par ¥ x 
ee 4 
= eS it aaa 
eee. 
a 
2 ae 
eos) See a ———————————————————————S | SURRORRENN 
io. coLor 
eas ears 
2 nnatge > | 
tee 
eS ai peEN AND 
were She | 
Me a ee RAND j 
3 ast, Wwrictey 
aoe ——————————K—_—_—— 
Ba ve re 
* 
. 
| 
i 1 fe 
sa ts See / éee | 
patiia! Se 
PRS eS ihe | ; 
Tinh Sane 4 : 
oe Bri 
: Coane | 
: Bae | ) ri 
de ue a oe 
: Bites ; 
Ae 
Wi i 
— a : 
$ Sere alle 
a ‘cae 
pe ee | 1 
saa Perey! = | 
me ee { 
Be aig hee ; 
ey | ; * 
aes i 
> ae 4 
a: ae 
i, w 
ie 
oe ? es et e 
hs ek a S | 
ee } ss 
a a | 
of ee “er 
— | . 3 
ope 
a “2 Sa ie * 
be oo ie . 
eee 
Tiss oe 
a: aegis 
ee ast 1 
"i >> 
iS. ae 
a. 
eae 
Le 
Brae oe 
ai fi... $ 
t i a. 
Lei o> > 
oe Ay * ~ a 
Pieces 
es Siena ah aah, sh 
haa Nee 
fe ee ee 
Oe Tegel as me 
VEE. sh 28% tt sae 
Bi ian Sa J Wed, : Po cate Sa oe ye aoa dg Oe ES ta eg ea ees AS gis e/a a Fight f Vey Sti i ™ 3 ¢ 
, eta “ Se: < § = > = sa % . ae is fall Te eS a eee ip sense fy eae Saree Pee Sey Some de we ey are See Soe ager iees Hi ec Pe * s 
: ee Eira Dees fa Meigs Ror es Avex : eb iatae CaN aa yen ey 4 Fe Pi Fr ie ee re ee Os pai 
‘ oe - -. fe uN ‘ ea Uae F eae, | 
: | as Eee ae 


| sumption are to be restored. 


Daher awl. ie 


November 1, 1937 


ADVERTISING AGE 25 Pas 


KFY TO FUTURE 
STILL LIES IN 
PENT-UP DEMAND 


Moulton Says. | Higher Pro- 
duction Is Essential 


Chicago, Oct. 25.—Considering the 
growth in population, comparatively 
little progress has been made in re- 
storing living standards of 1929, and 
this pent-up demand will continue to 
be the dominating factor in forcing 
business advances, Harold G. Moul- 
ton, president, The Brookings Insti- 
tution, Washington, D. C., told the 
Institute of American Meat Packers 
here today. 

“After four years of recovery,” 
said Dr. Moulton, “the physical vol- 
ume of production in the United 
States was equal to only about 90 
per cent of that of 1929. This was 
despite an increase of over 5 per 
cent in total population and over 8 
per cent in population of working 
age. 

“The per capita income of the 
American people in 1936 was only 
about 85 per cent as high as it was 
seven years earlier. It is generally 
recognized that we are not yet back 
to pre-depression levels of well-be- 
ing, but few realize how great an 
increase in production would be re- 
quired before living standards in 
this country could be restored— 
much less increased.” 

He stated the production task be- 
fore the United States as follows: 

1. To make good the actual de- 
terioration of plant and equipment 
sustained during the depression. 

2. To increase productive capital 
in proportion to the growth of pop- 
ulation which has taken place. 

3. To expand output of consump- 
tion goods in accordance with this 
growth of population. 

While popular thinking centers 
chiefly on the third requirement, 
achievement of the goal depends 
fundamentally upon fulfillment of 
the first two, Dr. Moulton asserted. 

The Brookings Institution, he said, 


has completed an analysis of the 
increase of business activity re- 
quired in the next few years, if 


former levels of production and con- 
Con- 
cretely, the organization tried to 
determine how great an increase 
would be required to restore by 1941 
a per capita production and con- 


sumption merely equal to—no better 
than—that of 1929. 

In percentage terms, it found, in- 
crease in housing construction over 
the next five years, as compared 
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NEW PRODUCT 


Silhouette design with appetite appeal 

marks this package for San-To-Ban, new 

beverage being introduced by Battle 

Creek Biscuit Company, Battle Creek, 
Mich. 


with 1936, would have to be over 200 
per cent. Industrial enterprise re- 
quires a level 70 per cent higher 
than 1936; public utilities, 70 per 


cent; steam railroads, 67 per cent; 
passenger automobiles, 15 per cent; 
other durable consumer goods, 33 
per cent. 
More Housing Needed 
“Stating the housing problem in 
another way,” said Dr. Moulton, 


“we would have to produce annually 
during the next five years approxi- 
mately three times as many housing 
units as we produced in 1936, if we 
are to provide housing facilities for 
the American people on a_ plane 
equal to that of 1929. 


“Taking the whole field of durable 
goods into account and stating the 
results in aggregate terms, volume 
of production over the next five 
years would have to be, roughly, 60 
per cent greater than it was in 1936, 
and approximately one-third greater 
than it was during the boom period 
1925 to 1929. Stating the require- 
ments in terms of dollars, we actu- 
ally produced in the field of durable 
goods in 1936 about 21 billion dol- 
lars’ worth. We would have to pro- 
duce in the next five years 33 billion 
dollars’ worth annually to restore 
standards of 1929.” 


The primary explanation for these 
enormous production requirements, 
he said, lies in the continuing popu- 
lation growth, on one hand, and sus- 
pended rate of growth in productive 
capacity, on the other. A depression 
has little effect upon growth of 
population, but it has a _ profound 
effect upon growth of producing 
capacity. 

“The real costs of a great depres- 
sion,’ he summarized, “are regis- 
tered in these fundamental relation- 
ships, and they can be overcome 
only through a rebuilding process 
which will make good, first, the 
positive deficiencies, and second, ex- 
pand productive capacity in propor- 
tion to growth of population.” 

Dr. Moulton said that such a pro- 
gram would require from eight to 
nine million additional workers in 
the field of durable goods, much less 
than that number in non-durable, 
because curtailment of production 
has been smaller. 


New Old Gold Series 
Starts Nov. 16 on CBS 


P. Lorillard Company, New York, 
will start a new program for Old 
rold cigarets Nov. 16 over CBS, with 
George McCall, veteran newspaper 
man, as commentator. 

The 15-minute program will be 
heard twice weekly. Lennen & 
Mitchell, Inc., is the agency. 


McEachren Returns 
Maleolm G. McEachren, formerly 
with National Printing & Engraving 
Company, Chicago, and previously 


with Central Printing €& Illinois 
Lithographing Company, Chicago, 
has rejoined the Central Printing 


company. 


A word that explains 
why the engineering 
construction industry 
has to be 


A READING INDUSTRY 


The 6-',-billion-dollar engineering construction industry works by time 
table . . . a fast time table. 

Its engineers and contractors are penalized for falling behind schedule. 
Often they change their plant and methods of operation in the middle of 
a job to take advantage of the speed and economies offered in new equip- 
ment and materials. 
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So these engineers and contractors have to read all the time to keep up 
with the developments of manufacturers. 
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It may be something new in diesel power, in motor trucks, in pile driving, 
in anti-freeze (it’s an outdoor industry, remember) in earth moving, in 
floating equipment, in dewatering, in welding, in paving, im sewage treat- i 
ment or in half a hundred phases of construction and maintenance of works. as 

Since early summer, readers have sent in requests for over 9000 pieces 
of literature describing new equipment, materials and supplies mentioned 
in the advertising pages of Engineering News-Record. (Requests may be 
inspected by anyone interested). 

Advertisers who are present every week in this geared-to-industry-speed 
magazine have in Engineering News-Record a salesman who is ever on 
the job in every part of the construction world. 

No other method of selling, no other method of advertising can make 
contacts with buyers so economically. 


The rate per thousand paid circulation is the lowest in the industry, 
if not in the entire field of business magazines. 

Make selling contacts in this giant industry every time Engineering News- 
Record makes reading contacts — every week when it disburses another 
125 million dollars. 


ABP 
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NEWS-RECORD 


Published by McGraw-Hill at 330 W. 42nd St., New York 


WHAT’S AHEAD 


Construction follows inevitably 


bas the release of capital. Notice 
& the precipitous rise in appro- 
é priations for 1937-38 construc- 
aa tion beginning in August. Com- 
op PROPRIATED pare this with the steady rise i 
ee OR 1936 -37 of construction in 1936 follow- 
ae NSTRUCTION ing the sudden, but smaller 
Os release of capital in July. This 
: 2 is the most reliable barometer 


available for forecasting con- 
struction activity. 
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GLASS FOR USE 
AS WALL PAPER 
NOW PRESENTED 


Reveal New Applications at 
0-1 Laboratory Debut 


Newark, O., Oct. 26.— Indicating 
broad new ranges for consumer as 
well as industrial use of fiber glass, 
Owens-Illinois Glass Company last 
week dedicated its new glass re- 
search laboratory here. 

In contrast to the skilled Venetian 
craftsman who worked behind locked 
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doors in the 16th century to guard 
secrets of glass making, William E. 
Levis, president of the company, 
demonstrated to the inaugural audi- 
ence of university and industry 
scientists, advertising men and news- 
paper and magazine writers, how the 
fiber glass and textiles are manu- 
factured. 

Mr. Levis also revealed some of 
the avenues in which the glass prod- 
ucts may be used as indicating pos- 
sibilities for general consumer pro- 
motion. 

Andrew J. Thomas, New York ar- 
chitect, has successfully applied fiber 
glass cloth as wall paper, Mr. Lewis 
revealed, the new product being fire- 
proof, washable and reflecting light 
for increased illumination. Draperies, 
table cloths and other home furnish- 
ings of a textile nature are also be- 
ing made of the glass products, it 
was disclosed. 

Quantity production on the tex- 
tiles which have the appearance of 
being composed of heavy silk has 
been launched by Owens-Illinois here 
for use where ordinary fabrics in 
industrial fields would be affected by 
temperature, acid and weathering. 
Included among its applications are 
as filter cloths for gas filtrations, 
friction materials for brake bands, 
linings, and woven cloth for water 
hose. 

The fibrous glass also is being used 
for cylinder head gaskets and insula- 
tion purposes in autos, refrigerators 
and ships. Tests were made at the 
dedication indicating the glass yarn 
has a greater tensile strength than 
steel. 

While there was no revelation of 
future promotion plans in the con- 
sumer field at the dedication, the 
uses revealed indicated a large po- 
tential consumer field. A. C. Wil- 
lard, president of the University 
of Illinois, was chief speaker at the 
dedication. 


Stankey in New Post 


Emil G. Stankey has been ap- 
pointed promotion manager of The 


Inland Printer, Chicago. 
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SIGNALS HOLIDAY SEASON APPROACH 


November outdoor campaign with this poster, 
buying season. 


Lovell & Covel Chocolate Company, Cambridge, Mass., will launch an extensive 


prefacing the holiday candy 


NEW PROMOTION 
EFFORT IS BORN 
IN NEW ENGLAND 


Boston, Oct. 26.—A promotion pro- 
gram designed to increase the line- 
age of New England newspapers was 
adopted today at a meeting of the 
New England Daily Newspaper Asso- 
ciation at the Copley Plaza hotel. 
While the association proposes to 
spend $25,000 annually for three 
years, expressions of individual pub- 
lishers indicated that this sectional 
effort will not interfere with partici- 
pation in the enlarged program of 
the Bureau of Advertising, American 
Newspaper Publishers Association. 

The administrative board for the 
New England effort will consist of 
nine men, six of whom are to be 
newspaper executives actively en- 
gaged in the sale of newspaper ad- 
vertising and representing publish- 
ers participating in the sectional 
activity. One shall be the president 
or manager of the New England 
Daily Newspaper Association; one 
shall be the president or secretary 
of the Newspaper Advertising Execu- 
tives Association, and the last shall 
be the treasurer of the New England 
Daily Newspaper Association. The 
NAEA originated the united front 
plan which is now taking form with 
the Bureau of Advertising as the 
instrument, 


Director in Field 


The New England newspapers will 
work through a director who will 
spend most of his time in the field 
contacting advertising staffs of the 
newspapers, their national represen- 
tatives and all sources of national 
advertising. An assistant director 
will be placed in-charge of statistical 
work and development of usable 
market information and sales mate- 
rial. He will be stationed at a cen- 
tral office and be on hand at all 
times. 

The New England plan embraces 
stimulation of national advertising 
through local. The prospectus states 
the objective to be to “increase local 
advertising lineage, obtain a more 
even spread through the week, and 
produce’ better results through 
planned and merchandised advertis- 
ing, thus stimulating among local 
advertisers greater confidence in the 
sales power of newspapers, in order 
that the collective pressure of these 
retailers can be brought to bear on 
national advertisers.” 

Another objective will be to prove 
ineffectiveness of national advertis- 
ing placed with or through dealers 
at local rates, and to substitute for 
that method a plan which will prove 
of greater value both to dealer and 
manufacturer. 


All Dailies Represented 


Of the six newspaper executives to 
form a majority on the administra- 
tive board, three will be representa- 
tives of daily papers of less than 
20,000 circulation, one or two of a 
newspaper of from 20,000 to 50,000 
circulation and one or two of papers 
of 50,000 circulation or more. 

Frank Hurd, publisher of the 
Providence Journal and Bulletin, 
was chief speaker at the meeting 


here. He emphasized the need of 


greater co-operation between pub- 
lishers and national representatives. 
It is understood that Arthur Nehf, 
who has been doing promotion work 
for the association for several 
months, will be chosen as director of 
the new movement. 


Three Accounts to 
Hillman-Shane Agency 


Hillman - Shane Advertising 
Agency, Inc., Los Angeles, has been 
named to handle the accounts of El 
Capitan College of the Theatre, Kay 
Christy Company and Mund’s, Inc., 
Los Angeles. 

Plans for El Capitan College call 
for use of Cosmopolitan, Harper’s 
Bazaar, Stage, Theatre Arts Monthly, 
Vogue and a select group of news- 
papers. Kay Christy Company, re- 
sort, cruise and sportswear, will run 
monthly insertions in Vogue from 
December through April. Business 
papers and direct mail will be used 
by Mund’s, which manufactures Par- 
ker automatic boiler. 


C. D. Jackson Named 
“Life”? General Manager 


Charles Douglas Jackson, formerly 
assistant to Henry R. Luce, president 
of Time Inc., has been appointed 
general manager of Life. 

In 1924, Mr. Jackson became head 
of C. D. Jackson & Co., New York 
marble company, and joined Time in 
October, 1931, as assistant to the 
president. Since September, 1936, he 
has, in addition, been assistant to 
the general manager of Time Inc. 


Medico Budget Doubled 


S. M. Frank & Co., Inc., New York, 
is celebrating the fifth anniversary 
of Frank Medico pipes with a cam- 
paign doubling the advertising efforts 
of last year’s program. Magazines, 
rotogravure newspaper sections and 
college papers will be used. E. T. 
Howard Company, Inc., New York, 
is the agency in charge. 


Modell’s Returns 


Modell’s chain of sporting goods 
stores has returned to Central Ad- 
vertising Service, Inc., New York. 
Prior to November, 1936, the Modell 
account had been with Central for 
12 years. Newspapers, magazines 
and direct mail will be used. Louis 
Britwitz is account executive. 


Greene Is Secretary 


William G. Greene has been ap- 
pointed secretary of G. M. Basford 
Company, New York, succeeding the 
late Anna M. Kelly. 


Miss Howe Named 


WBBM, Chicago has appointed 
Eleanor Howe, ‘Harvey & Howe, Inc.. 
Chicago, as home economics con- 
sultant. 


Refuse Review 
of Decision on 


Shredded Wheat 


Washington, D. C., Oct. 26.— The 
United States Supreme Court wrote 
what appeared to be “‘finis” to efforts 
of Kellogg Company, Battle Creek, 
Mich., to use the trade name, “Shred- 
ded Wheat,” when petition for re. 
view of an unfavorable decision by 
the United States Circuit Court of 
Appeals, was denied today. 

The lower court decision was 
given last April in Philadelphia 
when a previous decision in favor of 
Kellogg was reversed and a petition 
by National Biscuit Company, Ni- 
agra Falls, N. Y., for an injunction 
against Kellogg’s use of “Shredded 
Wheat” in advertising or sale in the 
form of a similar product of N. B. C. 
was issued. 

Litigation over use of the name, 
Shredded Wheat, was launched by 
N. B. C. In its decision upholding 
the N. B. C. action last April, the 
court said Kellogg employed “unfair 
competition and untruthful state- 
ments to deceive the public and 
secure the trade which in equity and 
good conscience belonged to the 
plaintiff.” Particularly cited was 
use of the words on the cartons, “The 
original bears this signature: W. K. 
Kellogg.” The court held this state- 


ment implied the N. B. C. product | 


was an imitation. 

Subsequently Kellogg appealed to 
the court for withdrawal of its ver- 
dict on the grounds that “grossly 
unfair advertising use” of the de- 
cision had been made by N. B. C. and 
that the company had misrepresented 
the scope of the court’s decision and 
dealt a serious blow to Kellogg’s 
business. 


“Koolroom” to FB&M 


Indian Products Corporation, Chi- 
cago, manufacturer of ‘“Koolroom” 
air conditioning units, has appointed 
Ford, Browne & Mathews, Chicago, as 
its advertising agency. Business 
papers, newspapers and  nationa! 
magazines will be used. 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


TORONTO 
MONTREAL 
WANNIPEG. 

LONDON, Eng 


GIBBONS KNOWS CANADA | 


i J. J. GIBBONS LIMITED - 


EDMONTON 
VANCOUVER 
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SEND Vow FOR THIS” 


INFORMATIVE BOOK 


PORCELAIN ENAMEL INSTITUTE 
612 No. Michigan Ave., Chicago | 

Send me a copy of your free book on Por | 
celain Enameled Signs. 
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B. J. MULLANEY 
CALLS IT OFF, 
HIES WESTWARD 


Chicago, Oct. 28—Though his re- 
tirement as vice-president in charge 
of public relations, People’s Gas 
Light & Coke Company, does not be- 
come Officially effective until Nov. 1, 
Bernard J. Mullaney is on a train 
speeding toward California today. 
He carries with him pleasant mem- 
ories of a farewell dinner tendered 
last week by old associates in Chi- 
eago, including many advertising 
men. His coast trip is merely a 
visit, and he will be back in Chicago 
shortly without any particular plans. 

While Mr. Mullaney spent 20 years 
with the Chicago company, and was 
the hero of many bitterly fought bat- 
tles during that period, the his- 
torians may write down his service 
to the entire industry, rather than 
to a single unit, as his crowning 
achievement, though it came late in 
his career. 

He was on the executive board of 
the American Gas Association since 
1922, and was president in 1929-30. 
When the Associated Advertising 
Clubs of the World met in Milwau- 
kee in 1922, he and several others 
discussed the formation of the Public 
Utilities Advertising Association. He 
has served on the board of directors 
of PUAA for several years. 


Climbed Ladder Steadily 


Mr. Mullaney joined the People’s 
Gas Light and Coke Company in 
1917, was promoted to director of 
public relations in 1919 and in 1924 
was appointed vice-president in 
charge of public and industrial rela- 
tions. He served many newspapers 
in his early business career, and 
since he was in his 40’s when he 
joined the Chicago utility, demon- 
strated the truth of the title of a 
popular book which became a slogan, 
“Life Begins at 40.” 

While not necessarily his most 
constructive work, his skirmishes 
with the coal dealers of Chicago, 
with both sides using blasts of ad- 
vertising, was probably the most 
spectacular. According to experts 
on the sidelines, both sides have 
profited from this public exchange 
of thrusts. 

The farewell dinner at the Tavern 
Club brought out both advertising 
and newspaper men, as well as celeb- 
rities in other lines. From the ranks 
of the former came G. Ray Schaeffer, 
advertising manager, Marshall Field 
& Co.; William H. Hodge, manager 
of sales and advertising, Public Util- 
ity Engineering & Service Corpora- 
tion, and Jack Spellman, advertising 
manager, Illinois Bell Telephone 
Company. 


Doherty to “Harper’s” 


Harper's Bazaar has appointed 
James M. Doherty to the New York 
advertising staff. He was formerly 
advertising manager of Cinema Arts. 


———— 


*‘Covers the 
Nation’s Market 
Basket’’ 


WoW 


OMAHA, NEB. 


seg and operated by the Sovereign 
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New York, Chicago, Detroit, 
San Francisco 


ON THE N. B. C. RED NETWORK 


a 


@ueeees 
eee 


Central Outdoor 
Re-Opens Office 


Central Outdoor Advertising Com- 
pany, Inc., and the Packer Corpora- 
tion have re-opened their Chicago 
office, with Addison Means in charge. 

Mr. Means has been associated 
with Central-Packer for the past two 
years, and has served in the Florida 
and Texas plants. 


Organize New Agency 

Eugene W. Parsons, former adver- 
tising manager of the Chicago Tri- 
bune; August J. Dorr, formerly in 
the advertising department of the 
Miami Daily News; and Mrs. Helen 
Hume, previously senior partner in 
the Hume-Jones advertising agency, 
Miami, have organized a new agency 
in Miami, Parsons, Dorr & Hume, 
Inc. 


~ 
on 


NEW ART DIRECTORS 


Spencer Franc (left), and Lee Stanley 
have been appointed art directors of 
Henri, Hurst & McDonald, Inc., Chicago. 


Joins WCKY 


F. H. Weissinger has joined the 


sales staff of WCKY, Cincinnati. 


Nov. 5 Set As 
Deadline for 


Poster Entries 


St. Louis, Oct. 26—It was an- 
nounced here today during the ses- 
sions of the Outdoor Advertising As- 
sociation of America that the 8th an- 
nual exhibit of outdoor advertising 
art will be held in Chicago from Nov. 
18 to 27. 

The exhibit will be displayed at 
Marshall Field & Co.’s retail store. 
The opening meeting Nov. 18 will be 
addressed by H. K. McCann, head of 
McCann-Erickson, Inc., one of the 
largest users of outdoor advertising. 


B. L. Robbins, General Outdoor Ad- 
vertising Company, Chicago, is chair- 
man of the committee in charge. 
Entries, consisting of original art 
work, must reach Mr. Robbins by 
Nov. 5. The jury of 17 art experts 
will meet in Chicago Nov. 16 to 
select the 100 best entries to which 
the exhibition will be confined. En- 
tries are limited to individual de- 
signs reproduced on painted bul- 
letins, 3-sheet, or 24-sheet posters be- 
tween Sept. 1, 1936, and Sept. 1, 1937. 


Seeds Names Haws 


Russel M. Seeds Company, Chicago, 
has appointed R. Calvert Haws pro- 
ducer of “Hollywood in Person,” 
broadcast daily on the General Mills 
hour over the CBS network. 


THE 


DETROIT NEWS 


THE HOME NEWSPAPER 


There are 397,122 homes in 
Detroit, and 262,284 of them own auto- 


Almost 200 of every 300 automobiles in Detroit are bought 
new. The Detroit News is read by 72.3% of the families who 
bought new cars, and by 62.2% of those who bought used 
cars.... These figures help to explain why The Detroit News 
carried more automotive advertising during the first 9 
months of this year and during all 1936 than any 


other paper in the United States.* 


Second Paper . 
Third Paper. . 


* Media Records figures 


AUTOMOTIVE BOX SCORE 
ALL 3 DETROIT NEWSPAPERS 
First 9 months 1937 * 


THE DETROIT NEWS ... . 


advertising 


689,096 Lines 
593,037 Lines 
424,564 Lines 


The Detroit News is FIRST in U. S. in automotive 


mobiles. The Detroit News reaches more of these car- ae 
owning families than the two other papers combined. ... aS 


In New York: 1. A. KLEIN, Inc. 


in Chicago: J. E. LUTZ 
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Sees Business 
Ignoring Break 
in Stock Level 


New York, Oct. 27.—Recent stock 
market declines are by no means in- 
dicative of fundamental business col- 
lapse and should not be permitted 
to drive national advertisers and 
merchants “to cover,” I. A. Hirsch- 
mann, vice-president, Saks-Fifth Ave- 
nue, asserted today in an appeal urg- 
ing continuance and intensification 
of promotion schedules. 

“Business must distinguish be- 
tween the financial market and the 
consumer market,” he told ADVERTIs- 
ING AGE in an interview. “For a 
long time the financial market led 
business by the nose, but I am firmly 
convinced that that situation no 
longer exists today. The country is 
experiencing a healthy momentary 
recession from a pessimistic prosper- 
ity. It might be called a ‘corrective.’ 
Merchants were beginning to loosen 
up on expenses. But nature never 
made a straight line and all business 


graphs move in curves. This is a 
detour. It has its advantages. The 
last depression was more of an 


astringent than a 
as correcting 
concerned.” 


Rosy NRDGA Report 


The stock market seems to reflect 
an unsteady international situation 
rather than a localized one, he added, 
expressing the opinion that the busi- 
ness cycle is still going forward. 

Corroboration of Mr. Hirschmann’s 
optimism was furnished was the Na- 
tional Retail Dry Goods Association 
which reported that during the first 
half of October department stores in 


purgative insofar 
loose operations was 


Tn Atlanta 
THEY LISTEN TO 


DE SOTO SELLING 


L. G. Peed, vice-president of De Soto 
division of Chrysler Motors Corporation, 
gave a cheerful sales picture for 1938 
models at the final dealer sales meeting 


Oct. 21. 


35 cities recorded a gain of about & 
per cent in dollar sales after a less 
active period during preceding 
weeks. This gain, it was pointed 
out, outdistanced the 6 per cent in- 
crease reported by the Federal 
Reserve for September and _ repre- 
sented an average gain of 9 per cent 
in sales for the first nine months of 
this year, over the same period last 
year. 


The Rumzel Cord & Wire Com- 
pany, Chicago, has appointed Morris 
& Davidson, Advertising, Chicago, to 
handle its advertising. Business pa- 
pers and direct mail will be used. 


Joins Elizabeth Arden 


Oscar C. Olin, formerly sales man- 
ager of Northam Warren Corpora- 
tion, New York, has been named 
sales manager of Elizabeth Arden 
Sales Corporation, New York. 


Joins “Liberty” 


M. O. Lokensgard, formerly with 
McGraw-Hill Publishing Company, 
has joined the Western advertising 
staff of Liberty. His headquarters 
will be in Chicago. 


Perlman to Agency 
Spector-Goodman Advertising, Chi- 
cago, has named Louis Perlman to 
head merchandise publicity, a newly- 
created department. 


plates print so well. There's more than enough hard metal to — 
stand up under the abuse of printing presses or matrix presses. Pin 
print like originals. And five plants in the chief advertising centers 
(the largest in Cincinnati) backed by 40 years’ experience, deliver 
qaet quetty plotes le cecerd: time, in any quantities, anywhere! 
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243 No Juniper St, Philadelphia 
228 £ 45th St, New York 
300 Howard Street, San Francisco 


47 Burroughs Avenue, Detroit 


WORLD'S LARGEST MAKERS OF ADVERTISING PLATES 


Getting Personal 


Henry T. Ewald, head of the Campbell-Ewald Company, who is 
again active in the affairs of the agency, now calls himself “Half Time” 
Ewald, but his associates say he’s busy a lot more than that... 

P. L. Thomson, Western Electric Company, might be referred to 
as acaveman. That is, he is active in the direction of Howe’s Caverns, 
and has a lot to do with the successful advertising which attracts so 
many tourists to this famous New York State wonder.. . 

One of the best human interest stories in a long time popped into 
the public prints this week when Arnold Constable & Co., N. Y. depart- 
ment store, designated a youngster named—believe it or not—Arnold 
Constable as advertising manager in charge of the store’s “Founder’s 
Day” promotion. The lad, only 20, is really a descendant of the 
founder and was jerked into the spotlight from a more humble post 
in the advertising department. He started there as office boy a couple 
of years ago... 

And, speaking of youngsters, another advertising prodigy received 
nation-wide attention last week when Douglas Leigh, 27, appeared on 
Edgar Guest’s “It Can Be Done” program over the NBC Blue network. 
Leigh is responsibe for those fascinating animated elecrical advertise- 
ments that cause mobs to gather in Times Square every night... 

Henry J. Kaufman, head of the Washington agency of the same 
name, has presented his annual radio award to Hugh Conover, WJSV 
announcer. The citation is for commercial announcing that excels in 
diction, effectiveness and sincerity. . . 

When Walter P. Chrysler threw open his salon a couple of nights 
ago to reveal his new 1938 line of cars, business was in the offing. 
First buyer was William Paley, CBS prexy; the choice, a Chrysler 


At the Pacific Coast Four A's convention Howard Willoughby, Foster & Kleiser 
sales manager (left), gets ready to greet some conventioneers with Howard 
McKay, Foster & Kleiser Los Angeles sales manager, and Mrs. McKay. 


Imperial convertible sedan. Interested bystanders were Major Edward 
Bowes and Hugh K. Boice and W. B. Lewis, CBS vice-presidents. . . 


W. C. D’Arcy, who was born and reared in the city where his big 
agency successfully operates, is glad the outdocr advertising conven- 
tion came to St. Louis. On Oct. 25 he shot an 838 at the convention 
golf tournament at Meadowbrook Country Club, although he admits 
that he usually scores about 94... 

Gene Zuber, popular outdoor advertising expert of the Campbell- 
Ewald Company, furnished a bright spot for the outdoor conventioneers 
in St. Louis with a cocktail party Tuesday evening. .. Harry McCann, 
who enjoys the reputation of never making public speeches, is sched- 
uled for two within 30 days of each other. He addressed the Outdoor 
Advertising Association in St. Louis last Thursday, and will appear 
in Chicago Nov. 18 to open the outdoor art exhibit. He must love 
the great outdoors... 

As sparkling a galaxy of agency bigwigs as ever sat around a 
single table joined last week in tendering a “competitors’” tribute to 
Bruce Barton in his quest for a Congressional seat. . . Spotted among 
the group of 20 or so in Joe Madden’s chop house, were Stanley Resor, 
president, J. Walter Thompson Company; O. B. Winters, president, 
Erwin, Wasey & Co.; Phil Lennen, president, Lennen & Mitchell; 
Stirling Getchell, Paul Cornell, Roy S. Durstine, John Benson, Lee Bris- 
tol. The party was arranged by Tom Ryan, president, Pedlar & Ryan. 
Nothing hoopla about it, simply an air of sincerity and friendly 
warmth... 

Arthur DeBebian, v.p. and a.m., Chase National Bank, has gathered 
a corps of active co-workers to plunge into the job of raising funds for 
New York’s annual United Hospital Campaign. On his committee are: 
O. G. Alexander, a.m., Bank of the Manhattan Company; Harry Carlisle, 
a.m., Guaranty Trust Company; James McNamee, a.m., National City 
Bank; William G. Rabe, a.m., Manufacturers Trust Company. Also, 
agency men including Emmett Corrigan, Albert Frank-Guenther Law; 
George Dock, Jr., Doremus & Co.; Herbert Kroeger, Edwin Bird Wil- 
son; and Lemoyne Page, Transit Advertisers, Inc. . . 

That rarified halo called “One-Man Exhibition,” shone about the 
head of James Snyder, ace advertising photographer, N. Y. Times 
Studios, last week. The show included work for more than two dozen 
of the best national advertising names in the land... 

George M. Burbach, Jr., who is in the traffic department of National 
Broadcasting Company, New York, will have an extra reason for being 
zrateful on Thanksgiving Day, when he becomes a bridegroom. He 
is the son of the advertising manager of the St. Louis Post-Dispatch. . . 
Arno B. Reincke, president of Reincke-Ellis-Younggreen & Finn, Chi- 
cago, received a handsome bunch of posies from the staff the other day, 
the oceasion being the 30th anniversary of the founding of the 
agency... 

Roger Lowell Putnam, president of the National Bread Wrapping 
Machine Company and head of Package Machinery Company, Spring- 
field, Mass., won the Democratic nomination for mayor of the city by 
a majority of 3 to 1. This is his first venture into politics. .. Dan Roch- 
ford, formerly director of publicity for the New England Council and 
at present with the promotion department of Time, has acquired a 
farm that’s precisely 55 minutes from Grand Central Station... 

Added to his active schedule in civic services is the appointment 
of Earl J. Glade, KSL’s managing director, as chairman of the Speakers 
Bureau of the Salt Lake City Community Chest drive. . . The adver- 
tising men of Chicago are working toward their established quota of 
$90,000 in the Community Fund campaign. O’Neil Ryan, Jr., v.p., Black- 
ett-Sample-Hummert, is chairman of this division. . . 


Chinese Annie 


Oakley, Offer 
of Hotel Man 


New York, Oct. 27.— Honolable 
Chinese damn clever, allee samee 
Mr. Lalph Hitz, velly nice plesident, 
National Hotel Management Com. 
pany, who likee velly much unusual 
plomotion stunts. 

Humble letter carrier deliver to 
velly humble collespondent kind in. 
vitation from Mr. Hitz. First page 
in Chinese, but Honolable plesident 
say: “You no understand? Oklay, 
transalation: 

“I spleek to you Engleesh. In 
Amelica, on Nov. 15 to 19, year of 
1937, the 22nd annual National Hote] 
Explosition be held. I velly velly 
anxious for your highly honolable 
plesence as my velly free guest at 
either one of my most humble abodes 
—Hotel New Yorker or Belmont 
Plaza. Clome for one-two-three-four. 
five 24-hour days as my velly wel- 
come guest. 


Pletty Card Inclosed 


“Velly fine fliend tell me when? 
Where? How many? How long? On 
pletty pennie post card inclosed.” 

P. S. Delivered to about 400 hotel 
executives in different parts of the 
country, Mr. Hitz’s unusual message 
was inscribed in Chinest characters 
and printed (this will probably as- 
tound Mr. Hitz) on hand-made Jap- 
anese paper. The front envelope 
bore stamps from several Oriental 
points with the personalized address 
first marked “Cathay Palace Hotel, 
Shangai,” and the “forwarded” to 
Hong Kong, Sudan and Abyssinia. 
Return card was a wood-grain stock 


with acceptance of the invitation 
reading: ‘‘O-Klay—velly pleased to 
bling humble body to (name of 


hotel); in my plarty will be... souls 


4 Colors 


» «+. Send for 
FREE Samples! 


Electra Press is the choice 
of many leading national 
advertisers for color print- 
ing on newsprint, 


Son, Samples of jobs recently 
/ completed for RCA, Norge, 
American Radiator and 

others will tell you why! 
Precision COLOR work 
on newsprint ... as exe- 


cuted by Electra .. . packs 
a SALES PUNCH that 


nn WINS dealer co-operation 
gre \ and consumer ACCEPT- 
i ANCE .. . it’s dramatic 

ee tet... ee ae 


nomical! 


“Largest Newsprint Printers in the East” 


Electra Press, ac 


281 STATE STREET, 
BROOKLYN, N.Y. 


***PHONE TR-5-26G7:- 


Circulation of 
SCRANTON TIMES 
Moves 
Onward and Upward 


Here is the record! 


1928 =. «SC. 44,980 
1929 . . . 47,647 
1930 . . . 48,379 
1931 . . « 49,888 
1932, . . . 49,770 
1933... 49,535 
1934 . . . 51,045 
1935 ... 52,31! 
19960 liwsi(‘(“(‘(<;w «CRO 
1937 . . . 53,55! 
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MODEL CONTRACT 
OMITS PENALTY 
FOR VIOLATION 


NARD Completes Draft of 
Fair Trade Document 


Chicago, Oct. 28.—Relieving the 
dealer of the necessity of paying a 
fixed sum for each violation, but 
laying responsibility for enforce- 
ment upon the manufacturer, a 
“model manufacturer-retailer con- 
tract” was issued today by the Na- 
tional Association of Retail Drug- 
gists for use in any fair trade state. 

Perhaps anticipating dissatisfac- 
tion with the contract by manufac- 
turers, the association hastened to 
disclaim any attempt to dictate the 
form of contract to be issued by any 
individual company. It said _ that 
“hundreds of calls have been re- 
ceived by the NARD from manufac- 
turers, requesting guidance along 
these Jines, and the contract has 
been developed in answer to these 
demands.” 

The new attitude of the associa- 
tion represents a lengthy recession 
from its original attitude that “prep- 
aration or examination and approval 
of fair trade contracts should be 
handled by a National Board con- 
sisting of representatives of the 
NARD and a representative of the 
National Association of Chain Drug 
Stores, which shall advise with the 
fair trade committee of each of the 
fair trade states as to the form of 
the fair trade contracts.” 


How Massachusetts Does It 


The Massachusetts model con- 
tract, developed by the State Fair 
Trade Commission, which has re- 
ceived general approval from manu- 
facturers wishing to establish mini- 
mum retail prices, insures price 
maintenance with this provision: 

“It is agreed between the parties 
hereto that it is impossible to deter- 
mine the actual damage which will 
result to the manufacturer from 
sales made by the retailer in viola- 
tion of the terms of this agreement 
and it is therefore agreed between 
the parties hereto that the retailer 
shall pay to the manufacturer as 
liquidated damages the sum of $50 
for each sale made by the retailer 
in violation of any of the provisions 
of this agreement, and if, and as 
often as, the manufacturer shall in- 
stitute any proceedings or action in 
any court against the retailer for 
any breach of this agreement, the 
retailer agrees, in addition to all 
court costs, to pay the manufacturer 
a reasonable attorney’s fee.” 

Nothing resembling this  protec- 
tion is accorded the manufacturer 
in the NARD model contract, which, 
however, charges him with the task 
of policing states in which he makes 
contracts, through this paragraph: 

“*Manufacturer’ in good faith will 
employ all appropriate means, which 
in the cireumstances shall be rea- 
sonable, ineluding legal proceedings 
if such other means fail, to prevent, 
and to enforce the discontinuance 
of, any violation of said minimum 
retail price stipulations by any 
competitor of ‘Retailer,’ whether 
the person violating or threatening 
Such violation is or is not a party 


JUDGES CONCENTRATE ON DESIGN 


Looking over entrants in the New York Employing Printers’ Association 3rd annual 

exhibition of design and production, opening for three days Nov. |, are: Lucian 

Bernhard (left), type designer and poster artist; Ruf Gonzales, New York Herald 

Tribune; Fred Hoch, printing management engineer; Jules Boday, McCann-Erick- 
son, and George Welp, International Printing Ink Corporation. 


with 
‘Com- 


to a fair trade contract 
‘Manufacturer’ covering said 
modities.’ ” 

The NARD said, in announcing 
completion of the model contract, 
that the agreement has been drawn 
by eminent legal counsel familiar 
with fair trade requirements, as a 
suggestion and guide to manufac- 
turers in the preparation of their 
own fair trade contracts. The model 
contract, it continued, was drafted 
after careful scrutiny of the fair 
trade laws of 42 states, and it is 
recommended for use in any or all 
of these fair trade states. 

“The NARD wishes to point out,” 
the statement went on, “that it is 
the duty of drug organizations to 
extend the fullest co-operation to 
those manufacturers who are willing 
to issue fair trade contracts which 
provide fair and reasonable terms 
and which demonstrate a_ sincere 
desire to protect their goods. 

“It is entirely up to the individ- 
ual druggist, however, to decide 
which of the contracts it is to his 
advantage to sign and to support 
with his co-operation. He may de- 
cide this question individually, and 
the extent to which he will support 
manufacturers issuing fair trade 
contracts, but he may not act in 
agreement or collusion with any 
other druggist or organization. 

“If contracts are signed in his 
state, however, he is ‘under obliga- 
tion to observe the terms of these 
contracts with regard to minimum 
prices and the like, and may not sell 
goods below those minimums, 
whether or not he is a signer. 

“In other words, the success of a 
manufacturer under fair trade will 
depend to a great extent upon how 
well he is able to satisfy the con- 
sumer with his quality, attractive- 
ness and selling price--and how 
well he is able to satisfy the drug- 
rists with his policies and margins 
from the minimum prices. estab- 
lished. His relative position will be 
affected, of course, by the actions 
of his competitors.” 


Whitman Appointed 
Frank S. Whitman has been ap- 
pointed Western representative for 
Harpers Magazine, with headquar- 
ters at 30 N. Michigan avenue, Chi- 
cago. 


WRINKLING 
CURLING 
SHRINKING 


UNION RUBBER & 


FOR FREE SAMPLE, WRITE 


ASBESTOS CO. 


LAYOUTS +- DUMMIES - MASKING 
PHOTO MOUNTING «© every paper- 
joining need. 
TRY BEST-TEST 


FOR CLEAN, SPEEDY RESULTS 
AT ALL DEALERS 


TRENTON, N.} 


Dombrowski Suicide 


in New York Hotel 


Despondent over the death of his 
wife, B. L. Dombrowski, former ad- 
vertising manager of American Le- 
gion Magazine, ended his life by 
shooting in the George Washington 
Hotel, New York, Oct. 26. He was 
46 years old. 

A graduate of Annapolis Naval 
Academy, Mr. Dombrowski served in 
the navy as an ensign during the 
war. He resigned in 1920, later 
joining the American Legion Maga- 
zine as salesman. After several pro- 
motions, he was made advertising 
manager, but resigned in 1935. 


Knapp Is Elected 


Crowell Chairman 


Joseph P. Knapp, chairman of the 
executive and finance committee, 
has been elected chairman of the 
board of Crowell Publishing Com- 
pany, New York. 

He succeeds Lee W. Maxwell, re- 
signed. Mr. Knapp also continues 
his committee offices. 


Orange Crush to Y&R 


The Orange Crush Company, Chi- 
cago, has appointed Young & Rubi- 
cam, Ine., Chicago. 


Copy, Public 
Relations Are 
ANA Highlights 


(Continued from Page 1) 

bread and butter—for that is real 
social security.” 

Describing the public relations pro- 
gram already inaugurated by Johns- 
Manville, Mr. Brown said that the 
dramatization of such factors as 
high wages, modern working condi- 
tions, group insurance, in each case 
interpreted on the basis of their 
practical importance to employes, 
employes’ families, stockholders and 
the public at large, had contributed 
materially to the company’s under- 
taking. Public relations, he added, 
must not be considered a “depression 
job” by industry, but should be pro- 
mulgated on a permanent basis, with 
100 or 1,000 little, programs, rather 
than one big program. 


Must Create Adulation 


In summing up his emphasis on 
the need for a re-interpretation of 
industry, Mr. Brown declared that 
the assignment, in effect, resolved 
itself into the transformation of busi- 


-|ness, big and small, from the role of 


“villain,” which it now represents in 
the public mind, to that of the “hero 
and subject of adulation” which it 
enjoyed in the post-war years. 

Advertising’s greatest offense has 
been its reliance on “fear” as a mer- 
chandising theme, Wallace B. Don- 
ham, dean, Harvard School of Busi- 
ness Administration, told the con- 
vention. If advertising is to fulfill 
its function as a great social force 
for the good, he said, it must cease 
“threatening” and “turning people 
into hypochondriacs.” 

Admitting that emotional appeals 
are necessary and have succeeded in 
this country because of its ‘“disin- 
tegrated population,” Dean Donham 
nevertheless warned advertisers that 
by creating a multitude of neurotics 
they are “dealing with the most 
dangerous spot in social America.” 
Advertising can be a vital construc- 
tive social force, he said, but it must 
“realize where its weak spots are as 
well as its strong.” 


Others on Program 


Arthur Kudner, president, Arthur 
Kudner, Inc., New York, presented a 
concise treatise on  advertising’s 


function in a world of ever-changing 


business and social conditions. The 
consumer’s side of the merchandising 
picture was discussed by Mrs. Wil- 
liam Dick Sporborg, chairman of the 
consumer educational committee, 
Women’s National Exposition of Arts 
and Industries. At a special luncheon 
session, Frank R. Kent, Washington 
correspondent, offered a forecast of 
legislative trends as Congress goes 
into its special session with the reg- 
ular session starting almost imme- 
diately afterward. Fair trade legis- 
lation was discussed by Senator John 
E. Miller of Arkansas, co-author of 
the Tydings-Miller bill, and by Ed- 
ward S. Roger, attorney, who was 
responsible for the text of Califor- 
nia’s original state price maintenance 
bill. 

At closed sessions on 
Donald S. Shaw, McCann-Erickson, 
Inc., spoke on radio advertising 
problems; Gordon E. Cole, Cannon 
Mills, Inec., and chairman of the ANA 
magazine committee, and B. C. Duffy, 
Batten, Barton, Durstine & Osborn, 
chairman of the Four A’s magazine 
committee, on recent developments 
in that medium; M. H. Leister, Sun 
Oil Company, and chairman, ANA 
newspaper committee, on local na- 
tional rate structures; and Lester M. 
Malitz, Cecil-Warwick & Legler, Inc., 
on the need for space buying intel- 
ligence. 


Thursday, 


Ayer Appointed 
Hirestra Laboratories, Inc., New 
York, manufacturer of Endocreme, 
has appointed N. W. Ayer & Son, Inc., 
New York, as advertising counsel. 


HOW MUCH DOES IT COST 
TO COVER PEORIA AND 
CENTRAL ILLINOIS? 


* 


ie 3 


The FARMER SPENDS MORE MONEY zAis year 


STATISTICS SHOW THE ‘37 FARM INCOME 
ESTIMATED AT $9 BILLIONS, PEAK SINCE (29 


a large part of this 


MUST BE SPENT in the SEED INDUSTRY ! 


The seed dealers and jobbers throughout the country are the logical sources 
of supply for not only seeds, fertilizers, insecticides, sprayers, etc., but also 
heavy farm machinery, fencing, tractors, and a complete selection of items to 
supply the entire needs of farmers. 
The seed trade here and in 33 foreign countries reads Seed World and uses 
it as a guide in making purchases. 
For more than 22 years Seed World has been serving this great industry, and 
your advertisement in this publication will give you a very complete coverage 
of this prosperous field. 


SEED WORLD has just completed an EXTENSIVE SURVEY 


of Seed World readers, showing the various types of merchandise they handle 
for resale annually and the total sales of each item in dollars. This informa- 
tion was obtained direct from the individual subscribers and will be furnished 
free to any firm interested in the sales possibilities of this field. Just fill out 
and mail coupon below. 


. ESTABLISHED | 


1 SEED WORLD 
1 223 W. Jackson Blvd., Chicago, Ill. 


i | am interested in the sales possibilities 
i of. .................in the seed industry. 
t Please send me your survey covering this 
! product. 


! Address .... 
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LINEAGE 4.47% 
AHEAD OF ‘36 
IN 80 MARKETS 


Chicago, Oct. 29.—During the 43 
week period ended Oct. 23, retail dis- 
play advertising was 4.4 per cent 
greater than the comparable period 
of last year and 10.6 per cent ahead 
of 1935, according to the ADVERTISING 
Ace Index of Retail Activity. 

In the 80 important cities meas- 
ured by this Index, newspapers have 
carried a total of 852,319,900 lines 
in the reported period against 816,- 
427,401 lines last year, a gain of 
35,892,499 lines. 

A slight loss was shown for the 
seven day period ended Oct. 23, when 
display lines totaled 23,814,265 for 
the Index cities against 24,024,167 
for the corresponding week of last 
year, a decrease of 209,902 lines or 
0.9 per cent however, the compared 
week of 1936 was the sixth largest 
gain week of that year, showing a 
10.6 per cent gain over 1935. Appar- 
ently, retailers are holding closely to 
the pace set up last year. 

Following is a table showing per- 
centage of gain or loss over 1936 for 
each weekly period of this year: 


January 2 
January 9 
January 16 
January 23 
January 30 
February 6 
February 13 
February 20 
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March 20 
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Mailing Service 
Multigraphed letters filled-in equal 
to individually typewritten ones. 
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THE LETTER SHOP, Inc. 
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Lineage figures for each individual 
city carried in this Index are shown 
in the tabulation appearing else- 
where on this page. 


Places Urban 
Population at 
75% of Total 


St. Louis, Oct. 28—A study of 
density of population and purchases 
of all types of merchandise has led 
to the conclusion that census popula- 
tion classifications are too rigid, 
therefore unreliable, J. E. Brennan, 
Outdoor Advertising, Inc., New 
York, told the Outdoor Advertising 
Association of America, today, in 
describing the former’s “urban mar- 
ket study.” 

John Paver, who preceded him, an- 
nounced that the first convention of 
field men of the National Outdoor 
Advertising Bureau, will be held in 
Chicago Dec. 13. 

The urban share of the population 
is 75 instead of 54 per cent, Mr. 
Brennan contended, the 21 per cent 
classed as rural by the Bureau of 
Census being fringe population of 
large cities. 


Survey Six States 


These findings, based on research 
in six states, indicate, he said, that 
90 per cent of all sales volume origi- 
nates in a much smaller number of 
markets than commonly supposed, 
but that these markets are usually 
larger in area than believed. This 
is true even in Texas, where popu- 
lation is widely distributed. Mr. 
Brennan concluded that 75 per cent 
of all sales come from 44 per cent of 
the population. 

A city of 40,000, he said, usually 
has a tributary population of 15,000 
persons, who consider themselves as 
residents of that city, though usually 
classified otherwise. He said that 
outdoor advertising can easily adjust 
its facilities to reach this single mar- 
ket of 55,000, the small, subsidiary 
markets bearing a happy relation to 
the main highways. 

He concluded by asserting that ad- 
vertisers generally are prone to send 
their salesman too far into the hin- 
terland in pursuit of scattered and 
unprofitable volume. 


Tetley in New Drive 


Joseph Tetley & Co., Inc., New 
York, has launched a five-times-a- 
week radio show, titled “Stella 
Dallas.” This show will shortly be 
supplemented by a newspaper cam- 
paign. Blackett -Sample-Hummert, 
Inc., New York, is the agency in 
charge, with Dwight Jennings, ac- 
count executive. 


Hadley in New Post 


Carl L. Hadley has resigned as 
general advertising manager of the 
Rudolph Wurlitzer Company, De Kalb, 
Ill., to join Henri, Hurst & McDon- 
ald, Ine., Chicago, as account ex- 
ecutive. Mr. Hadley will serve on 
the account of the Fairbanks, Morse 
& Co., home appliance division, In- 
dianapolis. 


Introduce “Your Life” 


Alvin Austin Company, New York, 
has been appointed to direct an ad- 
vertising campaign to introduce the 
new pocket-sized monthly, Your Life, 
published by Kingsway Press, Scars- 


Markets 


Index of Retail Activity in 80 Important 


Based on total retail advertising volume in all newspapers in each city. 
(Copyright, 1937, by Advertising Publications, Inc.) 


% Gain % Gain 


43-Week 43-Week 43-Week or Loss or Loss 
Period Period Period 1937 1937 Week Week % gain 
Ended Ended Ended over over Ended Ended or 
City Oct. 26, 1935 Oct. 24, 1936 Oct. 23, 1937 1935 1936 Oct. 24, 1936 Oct. 23, 1937 Loss 
Aleron, OC. ccccccccccece 12,569,014 13,558,299 13,899,669 +10.6 + 2.5 445,802 356,853 —19.9 
Altoona, Pa. ...---++-- 4,973,206 5,377,386 5,782,245 +16.3 +7.5 173,334 140,749 —18.8 
Atlanta, Ga. ......-++-- 11,573,171 12,246,934 12,992,214 +12.3 +6.1 343,252 370,356 +7.9 
Baltimore, Md. ......--- 16,917,920 18,137,399 18,909,952 +11.8 +4.3 523,145 515,321 —1, 
Birmingham, Ala. ..... 8,600,088 9,698,640 10,620,834 + 23.5 +9.5 237,202 291,214 + 22.3 
eee 16,767,582 17,019,291 16,765,772 aha —1.5 524,043 505,089 —3.6 
ently cece 7,041,672 7,417,896 8,063,570 +14.5 +8.7 213,892 195,692 —8.5 
Buffalo, N. Y.....cccees 13,525,520 13,966,452 15,497,514 +14.6 +10.9 409,094 427,420 +45 @ 
Camden, N. J....++++++:. 3,396,566 3,381,736 3,393,612 —0.1 + 0.4 83,741 93,678 +119 7 
Cedar Rapids, Ia....... 3,844,414 4,141,116 4,298,084 +11.8 +3.8 107,478 101,192 —5.9 
Tenn. ... 5,991,043 5,554,807 5,262,304 —12.2 —5.3 126,511 116,072 —8.3 
a. a eer TTT 22,669,079 25,029,708 26,422,428 +16.6 + 5.6 734,617 733,320 —0.2 
Cincinnati, O. ........+- 13,280,636 13,779,217 14,560,613 + 9.6 +65.7 347,979 381,859 +9.7 
Cleveland, O. ...--se0- 15,044,430 16,416,670 17,816,699 +18.4 +8.5 466,745 469,370 + 0.6 
Columbus, O. ......+-- badness kkee  <déheinis piece eee 292,278 310,310 +6.2 
Dallas, TOS. cccccsccece 15,484,479 16,396,362 17,791,707 +14.9 +8.5 462,663 513,316 +10.9 
Dayton, Oo. ccccccececs 11,123,644 10,152,600 12,859,520 + 15.6 + 26.7 330,540 341,992 +3.5 
Denver, Colo. .....+--. 8,464,419 8,460,928 8,729,365 +3.1 +3.2 204,340 214,755 +5.1 
Des Moines, Ia......... 5,276,991 5,241,712 5,396,365 + 2.3 +2.9 126,401 130,116 +2.9 
Detroit, Mich. ........ 16,802,360 17,692,347 18,579,473 +10.6 +5.0 518,771 510,219 —1.7 
Tel PASO, TOB.cccccccess  cossse as i  .. anew PR eye 189,684 244,612 + 28.9 
Te, TA sccesceseonse 5,714,940 5,965,354 7,663,142 +34.1 + 28.5 188,650 189,980 + 0.7 
Evansville, Ind. ...... 10,020,766 10,777,592 10,551,562 +5.3 —2.1 411,684 306,152 —265.6 
Fall River, Mass....... 2,658,410 2,876,626 2,885,307 +8.5 +0.3 69,483 63,773 —8.2 
SO eee 6,782,076 7,433,720 7,620,032 +12.4 + 2.5 216,328 227,570 +5.2 
Fort Wayne, Ind...... 8,763,713 9,582,229 9,856,267 +12.5 + 2.9 277,578 220,336 —20.6 
Ee ee 4,300,356 5,099,941 6,079,874 +41.4 +19.2 177,057 158,113 —10.7 
Grand Rapids, Mich.... 17,174,054 7,744,310 8,743,764 +21.9 +12.9 245,126 270,060 +10.2 
Greenville, S. C........ 4,986,214 4,965,105 5,604,286 +12.4 +12.9 135,994 122,486 —9.9 
a. See 10,732,022 12,150,145 13,609,232 + 26.8 +12.0 327,886 327,684 —?0.1 
Indianapolis, Ind. ..... 13,579,423 14,729,891 15,525,473 +14.3 +5.4 468,216 457,464 —2.3 
Jacksonville, Fla. ..... 6,455,554 6,863,052 7,431,508 +15.1 +8.3 172,634 187,138 +8.4 
Jersey City, N. J....... 1,869,690 1,958,581 1,925,266 +2.9 —1.7 50,143 44,227 —11.8 
Kansas City, Kans..... 1,837,997 2,019,528 2,225,950 +21.1 +10.2 49,245 54,180 +10.0 
Knoxville, Tenn. ...... 7,285,212 8,050,469 8,621,718 +18.3 +7.1 205,814 311,108 +51.2 
Little Rock, Ark....... 7,631,316 7,737,063 7,850,071 +2.9 +1.5 182,686 198,394 + 8.6 
Tos Angeles, Cal......: — seeses 20,198,136 21,248,928 — +5.2 568,586 551,152 —3.1 
Ta DE as. 0006006% 8,316,084 8,417,710 8,252,638 —0.8 —1.9 219,800 223,146 +1.5 
Manchester, N. H...... 2,903,989 2,890,763 3,076,034 +5.9 +6.4 84,268 85,566 +1.5 
Memphis, Tenn. ....... 9,144,968 9,271,168 10,007,440 +9.4 +7.9 272,776 255,052 —6.5 
Milwaukee, Wis. ...... 10,887,080 12,527,928 14,613,467 + 34.2 +16.6 427,269 497,982 +16.5 
Minneapolis, Minn. ... 11,646,200 12,383,426 12,293,118 +5.6 —0.7 337,677 319,580 —5.4 
Nashville, Tenn. ...... 6,707,686 6,632,486 6,752,552 +0.7 +1.8 188,048 186,130 —1.0 
New Bedford, Mass..... 2,595,015 2,723,804 2,812,684 +8.4 +3.3 72,288 67,634 —6.4 
Mew Haven, Comm...  <sevesse 7,628,432 7,882,958 rer +3.3 212,450 219,114 +3.1 
New Orleans, La....... 14,905,612 16,175,545 16,650,410 +11.7 + 2.9 461,367 378,027 —18.1 
tNew York, N. Y....... 48,183,583 53,658,392 54,732,697 +13.6 +2.0 1,554,807 1,527,526 —1.8 
tBrooklyn, N. Y........ 5,774,665 5,707,291 5,373,581 —6.9 —5.9 179,719 109,031 —39.3 
POOPEUNN, TOs casicecers 7,748,874 7,964,012 7,997,248 +3.2 +0.4 198,786 197,176 —0.8 
a a) ee 6,198,719 6,440,362 6,505,731 +4.9 +1.0 187,048 195,445 + 4.5 
Oklahoma City, Okla... 8,633,849 9,298,013 10,294,830 +19.2 +10.7 201,544 258,342 + 28.2 
| ree 8,978,123 9,092,283 9,758,834 +8.7 +7.3 261,688 294,063 +12.4 
Philadelphia, Pa. ...... 23,223,404 23,877,917 24,924,851 +7.3 + 4.4 645,004 701,018 + 8.7 
Phroenig, Arig. .....¢0- 6,020,351 6,126,932 5,982,648 —0.6 —2.4 145,292 159,712 +9.9 
Pittsburgh, Pa. ....... 19,234,054 19,409,938 20,878,810 +8.6 +7.6 596,708 562,576 —5.7 
POFGINOG, GPO. .cecscce 8,679,290 10,109,909 10,747,466 + 23.8 +6.3 307,944 273,826 —11.1 
Providence, FR. I........ 11,181,239 11,197,445 11,695,755 + 4.6 +4.5 338,961 299,681 —11.6 
* * ®)  aeee 8,031,072 7,875,096 9,087,546 +13.2 +15.4 224,938 248,528 +10.5 
Richmond, Va. ....... 9,857,288 11,085,744 10,995,336 +11.5 —0.8 273,742 288,358 +5.3 
§Rochester, N. Y....... 14,686,290 15,278,054 14,662,020 —0.2 —4.0 401,919 387,958 —3.5 
Rock Island-Moline .. 6,266,768 7,046,194 7,664,680 +22.3 +8.8 193,816 186,200 —3.9 
Sacramento, Cal. ..... 6,792,109 7,320,587 7,302,533 +7.5 —0.3 193,974 168,770 —13.0 
San Antonio, Tex....... 4,624,320 5,365,007 5,416,616 +17.1 +0.9 126,210 121,535 —3.7 
am Dhewe, Caliv.sscces 10,945,736 11,744,480 11,854,036 +8.3 +0.9 329,098 274,694 —16.5 
San Francisco, Cal..... 11,874,143 13,057,439 13,335,570 +12.3 +2.1 313,241 324,255 + 3.5 
a are 8,228,720 8,307,598 8,562,792 +4.1 +3.1 203,392 174,072 —14.4 
South Bend, Ind........ 6,870,459 7,326,298 7,834,617 +14.0 +6.9 213,526 200,973 —5.9 
Spokane, Wash. ...... 5,557,196 6,095,291 6,521,130 +17.3 +6.9 170,548 212,142 + 24.4 
Bt. EOI, BO... sis cces 14,046,835 15,035,080 16,012,005 +14.0 +6.5 403,985 468,030 +15.9 
J eee 9,891,828 10,793,676 10,190,249 +3.0 —5.6 317,497 297,819 —6.2 
Syracuse, NW. Fo. wsccece 9,278,982 9,886,321 9,821,428 +5.8 —0.7 280,119 266,476 —4,9 
*Tacoma, Wash. ...... 4,296,332 5,239,565 5,142,529 +19.7 —1.9 151,038 131,446 —12.9 
eee WO se bcsdiewns 4,942,504 4,710,801 5,085,826 +2.9 +7.9 112,966 162,246 + 43.6 
eS, 66Gb 54555533. ceases ©... Ree > = ...0 kes er jain 433,951 308,196 —28! 
Toronto, Ont., Can...... 17,457,050 16,699,414 16,074,909 —7.9 —3.7 469,801 410,074 —12 
Fe SE errr 3,590,258 3,274,278 3,518,151 —2.0 + 7.4 110,656 115,444 +43 
<4 7,644,180 8,359,503 - 8,118,747 +6.2 —2.9 239,540 254.198 +61 
Washington, D. C...... 28,028,698 31,010,489 30,946,283 +10.4 —0.2 843,308 804,509 —46 
Worcester, Mass. ...... 9,683,881 9,970,705 10,279,999 +6.2 +3.1 329,371 348,404 +58 
Youngstown, O. ....... 7,397,595 7,590,783 7,574,826 +2.4 —0.2 185,465 195,989 +6.7 
Co.) Pao 744,093,006 816,427,401 852,319,900 +10.6 +4.4 24,024,167 23,814,265 —0.9 


§Journal and Sunday American di 


*+New York American discontinued June 24, 1937. 
tBrooklyn Times-Union discontinued June 8, 1937. 


scontinued June 8, 1937. 


*Daily Ledger discontinued June 23, 1937. 


Starts Drug Monthly 


We Who Sell, magazine for chain 
drug store sales clerks, will be pub- 
lished by Joseph E. Hanson, New 
York, starting with the January, 
1938, issue. It will have a controlled 
circulation and will carry manufac- 
turers’ advertising in “selling point” 
style. Mr. Hanson was formerly ad- 
vertising counsel for Liggett Drug 
Company, Inc., New York. 


Account to Levy 


Raymond Levy Organization, New 
York, has been appointed to handle 
advertising and publicity for Metro 
Double Capacity Trunk Units, manu- 
factured by Metropolitan Body Com- 
pany, Ine., Bridgeport, Conn. A 
series of page advertisements will 
be used in business papers. 


Acquires A. B. See 


Westinghouse Electric Elevator 
Company has acquired the business 
of A. B. See Elevator Company, Inc., 
Jersey City, N. J. Headquarters of 
Westinghouse will be moved from 


dale, N. Y. 


Chicago to Jersey City. 


Tiedemann Heads 
New Nash Department 


A new department of business 
management has been established in 


the Nash Motors division of Nash- 
Kelvinator Corporation, Kenosha, 
Wis. 

A. Carl Tiedemann, formerly 


regional manager of Packard Motor 
Car Company, will direct the new 
department, which will work with 
factory branches and distributors in 
applying practical business manage- 
ment methods to both wholesale and 
retail operations. 


“Marketer” Sold 


Petroleum Marketer, issued by 
Gulf Publishing Company, Houston, 
Tex., has been sold to the Shaw Pub- 
lishing Company, Chicago. The Mar- 
keter will be merged with Lubrica- 
tion and Maintenance. 


Hatchette Joins Perry 


Hines Hatchette, formerly on the 
sales staff of Hearst Radio, Inc., has 
joined the New York office of Jonn 
H. Perry Associates, newspaper and 
| radio representative. 


Thousands of ready-to-use illus- 
trations, on all subjects, are 
available for your inspection. 


Write, wire or phone S 


KAUFMANN & FABRY CO. 
Chicago 


423 S. Wabash Avenue e 
Telephone Harrison 3135 


106 West 43rd St., NEW YORK, Phone Bryant 9-6682 
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VOTE DOWN ANY 
ALTERATION OF 
STANDARD PANEL 


Bell Elected to Third Term 
as Outdoor President 


St. Louis, Oct. 28.—While adopting 
a new streamlined painted bulletin 
for variety, the Outdoor Advertising 
Association of America today voted 
against any alterations in the stand- 
ard 24-sheet poster panel. While the 
lattice at the base of the latter is 
not altogether satisfactory, the asso- 
ciation opposed embellishment which 
might militate against standardiza- 
tion and confuse advertisers. 

However, the association voted to 
place the imprint of plant owners at 
the bottom, instead of the top of the 
structures, when replacement is 
necessary, except where existing laws 
prevent such a shift. Size of the im- 


’ print will be determined later. 


Third Term for Bell 


The board of directors re-elected 
W. Rex Bell as president for a third 
term and subsequently confirmed his 
reappointment of all officers of the 
association. Mr. Bell, who is with 
the Three B Company, Terre Haute, 
Ind., received many congratulations 
on his successful administration in 
1937 and his return to the presidency 
for 1938. 

Other officers are Rube Robinson, 
Ohio Valley Advertising Corporation, 
Wheeling, W. Va., vice-president in 


charge of business development divi- 


Piast, 


op piteites Lt 


sion; Myles Standish, Standish- 
Barnes Company, Providence, vice- 
president in charge of industry rela- 
tions division; J. B. Stewart, Dixon 


What’s this 


BELMONT PLAZA 
I Hear 
So Mueh About? 


It’s the newest name among 
New York’s great hotels, but 
already it has become the fa- 
vorite with smart travelers who 
demand the utmost in comfort, 
service, and luxury. Delicious 
food, drink and sophisticated 
entertainment in the smart new 
Glass Hat at modest prices. 
S00 rooms, each with tub, 
shower, and radio—from $3.00. 


Facilities available for social 
functions and business meetings 


Belmont Plaza 


. RICHARD E. DALEY, Manager 
LEXINGTON AVE. AT 49TH STREET 
NEW YORK 


Convenient to Grand Central Terminal 
Hotel Door Garage Service 


National Hotel Management Co., Inc. 
RALPH HITZ, President 


& Stewart, Clinton, Ia., vice-president 
in charge of legal and legislative 
division; Harry F. O’Mealia, Outdoor 
Advertising Company, Jersey City, 
vice-president in charge of poster 
plant development division; John P. 
Baird, Little Rock, vice-president in 
charge of paint plant development 
division; W. M. Sauvage, W. M. Sau- 
vage Advertising System, Alton, IIL, 
treasurer; H. E. Fisk, secretary and 
general manager; E. Allen Frost, 
counsel, 

Denver was selected for the 1938 
convention to be held the third week 
of August, following receipt of a 
warm invitation from the governor 
of that state. The organization has 
never gone west of Kansas City be- 
fore. 

Recommendation that the presi- 
dent be authorized to appoint a ways 
and means committee to act in an 
advisory capacity carried. The presi- 
dent will be ex-officio chairman. 


Wins Emblem Contest 


Agnes C, Andriessen, General Out- 
door Advertising Company, Atlantic 
City, won the emblem contest, which 
attracted 75 entries, with a pyramid 
design which supersedes the old em- 
blem. 

Dr. Miller McClintock, director of 
the Traffic Audit Bureau, reported 
that 185,000 of the 260,000 24-sheet 
posters in the United States and 
Canada are now being audited. The 
bureau, which has operated at a loss, 
has raised charges from 35 to 50 
cents per panel. 

Dr. McClintock showed charts in- 
dicating that the outdoor field suf- 
fers more than any other from sea- 
sonal fluctuations. This is an 
anomaly, he said, as traffic volume 
varies less than any other type of 
audience. As a result of plant ad- 
justments, net advertising circulation 
of posters has been increased to 113.7 
per cent of the 1935 level, while 
cost per thousand has been cut to 
97.2 per cent. 

L. C. Lozier, Missouri highway 
commissioner, said that co-operation 
of the outdoor industry in Missouri 
should be accepted as a national 
model to forestall adverse legislation. 
Missouri’s troubles have _ resulted 
from the depredations of unorganized 
groups seeking free advertising re- 
gardless of hazards to motorists. 

Frank T. Hopkins, president of the 
National Outdoor Advertising Bureau, 
reported a 100 per cent increase in 
the billing of the bureau since its 
low point of 1933, following the peak 
of 1928. Last year showed a 40 per 
cent increase in volume of business 
placed for advertising agencies 
through the bureau, and he estimated 
that 1937 would record a 22 per cent 
increase over 1936. 

With reference to 1938, Mr. Hop- 
kins said that more contracts are 
now in hand than were on the books 
at the beginning of this year for 
1937, so that unless there is a defi- 
nite change in the business situation, 
outdoor volume will show another 
healthy increase next year. 


Co-operative Efforts Up 


Co-operative advertising by na- 
tional advertisers with their local 
dealers is heavy in the outdoor field, 
C. H. Uffelman, of Outdoor Advertis- 
ing, Inc., New York, reported. There 
are 42 accounts at present advertising 
outdoors in co-operation with their 
dealers. Usually the national adver- 
tiser supplies the posters, with deal- 
ers’ imprints, while the cost of space 
is shared on a varying basis. 

Among the leading national ac- 
counts which are using outdoor ad- 
vertising co-operatively are G-E re- 
frigerators, Hotpoint electrical appli- 
ances, RCA radios, Zenith radios, 
Electrolux refrigerators, and Roberts, 
Johnson & Rand shoes. The esti- 
mated volume of co-operative busi- 
ness being placed this year is $1,250,- 
000 with $2,000,000 the goal set up 
for 1938. 

St. Louis wanted to hear all about 
outdoor advertising this week, with 
the result that Charles O. Bridwell, 
vice-president of Outdoor Advertis- 
ing, Inc., addressed the St. Louis 
Advertising Club on Tuesday; John 
B. Clark, vice-president and sales 
director of General Outdoor, spoke to 
the Kiwanis Club on Wednesday, and 
the Rotary Club listened Thursday 
to Dr. Miller McClintock, head of the 
Traffic Audit Bureau. 


Spiner Urges 
New Rates for 
Outdoor Field 


(Continued from Page 1) 

into outdoor advertising this year, 
also argued that both nomenclature 
and rate structure of the outdoor 
field encourage inadequate use. He 
commended the radio scale, which 
gives the advertiser a premium for 
large unit employment and long- 
term contracts. The terminology 
formerly used in the outdoor field is 
superior to that now in effect, he 
said. 


Need More Merchandising 


Mr. Spiner concluded by saying 
that the outdoor field needs more 
qualitative analysis and more mer- 
chandising service, particularly of a 
local character. 

Mr. Dibert, who followed, took is- 
sue with the latter contention, say- 
ing that such a service is not worth 
the higher rate which would be nec- 
essary. 

He said that outdoor advertising 
suffers from lack of current statistics 
on volume which are readily avail- 
able from all competing media, and 
urged that a serious effort be made 
to collect such statistics on a 
monthly basis. 

Excess of circulation delivered 
above guarantee is another vital 
sales point which is being ignored 
by the outdoor field. An additional 
factor receiving study by agencies, 
he said, is the attitude of the public 
toward outdoor advertising. He 
urged the medium to sell the pub- 
lic on its contributions to many great 
institutions, such as the Red Cross 
and American Legion, thus creating 
a warmer sentiment. 


Must Educate Consumer 


Mr. McCann said it was possible 
the outdoor field profited from its 
relatively small number of sales rep- 
resentatives, since they are usually 
welcomed by agencies and advertis- 
ers. He said that education of the 
consumer on the economics of adver- 
tising appears to be growing increas- 
ingly important. 

The most effective poster advertis- 
ing usually isn’t pretty, Mr. Tilton 
declared. The two most effective 


Budweiser posters elicited no compli- : 


ments from friends, but they did 
identify the product being advertised 
so that no one could mistake it. 

“The power of the poster,” he com- 
mented, “is in proportion to the 
vision of the advertiser.” 


Hedges Rejoins NBC; 
Mason in New Post 


William S. Hedges, who moved 
from National Broadcasting Com- 
pany to Crosley Radio Corporation 
as vice-president and general man- 
ager of Station WLW a year ago, 
and resigned the later posts recently, 
returns to NBC as station relations 
director Nov. 1. 

Frank E. Mason, vice-president in 
charge of station relations, becomes 
assistant to Lenox R. Lohr, NBC 
president. 


Melick Replaces Davis 


at Seagram-Distillers 
J. S. Melick, formerly general 
sales manager of Hiram Walker, 
Inc., Detroit, has been appointed 
vice-president in charge of sales and 
advertising of Seagram-Distillers 
Corporation, New York, succeeding 
Lawrence B. Davis, resigned. 
E. J. Anderson succeeds Mr. Mel- 
ick at Hiram Walker. 


AGMA Adds 3 


Halferty Corporation, Seattle, 
maker of seafood products; Keystone 
Macaroni Mfg. Company, Lebanon. 
Pa., and Dif Corporation, Garwood. 
N. J. household cleaners, have be- 
come members of Associated Grocery 
Manufacturers of America, Inc., New 
York. 


Heath Joins Burnett 


Richard N. Heath has resigned as 
Chicago representative of the Ladies’ 
Home Journal to join the Leo Bur- 
nett Company, Inc., Chicago advertis- 
ing agency, as vice-president in 
effective 


charge of merchandising, 


Nov. 1. 


GOVERNOR STARK 
HAILS THE POWER 
OF ADVERTISING 


(Continued from Page 1) 


most effectively to cut the throat of 
his own business. 

“If advertising brings success— 
and all will admit that the right 
kind of advertising, properly placed 
and intelligently directed, almost in- 
variably does bring success—then 
continued advertising brings con- 
tinued success. And that is all there 
is to it! 

“Advertising is very close to my 
heart. The firm with which my en- 
tire business life has been connected 
believes in advertising. I believe in 
it. Every member of the firm is com- 


pletely sold on the value of adver- 
tising, and I am told that it was one 
of the first in this country to adopt 
sales methods based on national ad- 
vertising. 

“Missouri believes in advertising, 
also! Its famous, though unofficial, 
slogan, ‘I’m from Missouri, you'll 
have to show me,’ has circled the 
globe and can be spoken in practic- 
ally every tongue. It may not bea 
good slogan, as some contend, but 
it carries the name of Missouri far 
and wide, so I say it is good adver- 
tising, just as that incomparable 
product, the Missouri mule, is like- 
wise a splendid advertisement for 
the state.” 

Mayor Bernard F. Dickman joined 
the governor in welcoming the con- 
vention to St. Louis. 


White Adds Duties 


Derek White, advertising manager 
of Seaside Oil Company, Los Angeles, 
has been appointed sales promotion 
manager and will continue as adver- 
tising manager. 


artist, advertiser! 


signature, a photograph . . 


Here, again, is proof that 
leads! 
new TELESTAT Service! 


stat) 


NOW! PHOTOSTATS SENT 
CHICAGO TO NEW YORK 
IN ONE HOUR! 


A New Service That 
ATLAS Alone Offers 


Here’s an amazing new service of interest to every agency, 
You call ATLAS—Franklin 3470— 


give them a layout, a drawing, a chart, a testimonial, a 


. in fact, any kind of copy. 


And just an hour or two later your copy will be delivered 
to the address you designate in New York City! 
new ATLAS TELESTAT SERVICE ends delays, thus 
saves you time, trouble and money! 


ATLAS SCORES ANOTHER FIRST! 


This 


in Chicago ATLAS Service 


Call Atlas now and learn all about this great 


Learn, too, about Atlastats (the new and sharper photo- 
. . . about Atlas Jumbostats and Atlas Color 
Corrected Stats. Here at Chicago’s Photo- 
stat Headquarters you get more than 
photostats quick . . . you get GOOD 
photostats quick! 


ONLY ATLAS OFFERS TELESTATS 


ATLAS PHOTO COPY CO., General Offices, 225 Ne. Michigan Ave. 
4 Chicage Lecations @ All Phenes FRAnkiin 3470 
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ADVERTISING AGE 


November 1, 1937 


Paramount to Spend 


$50,000 on “Ebb Tide” 


Paramount Pictures, Inec., New 
York, will launch a national news- 
paper and magazine campaign in- 
volving expenditure of $50,000 to pro- 
mote its new technicolor film “Ebb 
Tide.” Newspapers in 35 key cities 
will be used. 

The campaign will open with a 
four-color back page in the Nov. 14 
issue of The American Weekly and 
will be followed by a similar page in 
This Week of Nov. 21. 


Rejoins Underwood 
Edwin L. Scherck has rejoined the 
selling staff of Underwood & Under- 
wood Illustration Studios, Inc., New 


417 N. $TATE 
SUPERIOR 


The Spirit 
of Service 


...is sincere and 
spontaneous at the 
Lexington. You'll find 
it a refreshing in- 
novation in a large, 
modern hotel... 80] 
comfortable rooms 
with tub and shower 
bath, radio from $3.50 


VISIT THE 
FAMOUS 


Hpusticy Loom 


@ Be sure to see Manhattan's most 


unique restaurant. An authentic Ha- 
waiian setting, even to a tropical 
hurricane. It has “taken the town by 


storm.’ Dining and dancing nightly. 


HOTEL LEXINGTON, 


LEXINGTON AVENUE at 48th STREET 
NEW YORK, N. Y. 


Charles £. Rochester, Managing Director 


LUSTER EFFECT 
ADDS EXCITING 
OUTDOOR NOTE 


(Pictures on Page 35) 

St. Louis, Mo., Oct. 27.—Increasing 
use of painted display in the outdoor 
field by national advertisers, who 
have doubled their activity in this 
medium since 1934, was paralleled 
today by a report of progress at the 
convention of the Outdoor Advertis- 
ing Association of America which in- 
cluded some sensational develop- 
ments of a technical character. 

Probably the most interesting was 
given by G. R. LaWall, General Elec- 
tric Company, Cleveland, who de- 
scribed and demonstrated the use of 
luminescent materials developed by 
the Continenta] Lithograph Company, 
Cleveland. Through the use of these 
materials, which are available in the 
form of lacquers, powders and paints, 
and are activated at night with ultra- 
violet rays, an entirely novel and ex- 
citing effect is produced. 

Mr. LaWall’s demonstration of 
night-time effects with luminescent 
displays of this character suggested 
that users of painted display will be 
able to get entirely new and unex- 
pected advertising impressions. The 
displays are usually shown in rela- 
tively dark locations, where the effect 
of outside illumination is reduced. 


Standard Color Progress 


The new chemicals have already 
been employed with remarkable re- 
sults in the theatrical world, as their 
use in swimming spectacles shown at 
the Great Lakes Exposition during 
the past summer produced some 
startling effects which were reported 
to have amazed the public. 

Another important development 
was reported by Pierson A. Skelton, 
National Outdoor Advertising Bureau, 
who told of progress in the standard- 
ization of paint colors. Assuring uni- 
formity of colors in painted displays 
has been one of the great problems 
confronted by national advertisers 
and their agencies. Mr. Skelton ex- 
plained that agency art directors 
have not always known what colors 
are available for general use in this 
medium. 

Through co-operative research by 
the paint manufacturers, the engi- 
neering department of the outdoor 
association and the NOAB repre- 
senting the agencies, 26 standard 
colors have been developed, for 
which permanence as well as_ uni- 
formity can be assured. These are 
now being prepared for distribution 
in the form of vitreous enameled 
plates, which are identified and can 
be reproduced by the’ individual 
plant operator when the correct num- 
bers are specified by the advertiser 
or his agent. 

Dr. Miller McClintock, head of the 
Traffic Audit Bureau, pointed out 
that through circulation audits sup- 
plied by the bureau, which is fur- 
nishing reports this year on between 
5,000 and 6,000 painted bulletins, ad- 
vertisers and plant Owners have an 
accurate gauge of the relative cir- 
culation values of painted displays, 
which are usually located at impor- 
tant points on the main traffic stream. 
Thus it will be possible for the plant 
operator to use an accurate method 


of establishing rates, as well as to 
make a more scientific selection of 
locations. 


To Bennett & Snow 


Bennett & Snow, Inc., Boston, has 
been appointed to handle the adver- 
tising of International Mfg. Company, 
Boston, maker of automotive acces- 
sories. Business papers will be used 
immediately and consumer advertis- 
ing will be released early in 1938 to 
include newspapers, magazines and 
radio. 


Maleer t Ebersold 


Frank C. Nahser & Co., has merged 
with Fred H. Ebersold, Inc., Adver- 
tising, Chicago, and Frank C. Nahser 
has been appointed vice-president of 
Ebersold. Richard C. Hunt, formerly 
with Liquid Carbonic Corporation, 
has joined the Ebersold agency as 
production manager. 


Ma 


Cldve 


The rates for this department are as follows: 


“Help Wanted,” 


cash with order. 


“Positions Wanted,” 
“Representatives Available,” 30 cents a line, minimum charge $1. 


“Representatives Wanted,” and 
Terms 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 


$4.75 per inch. 
insertions. 


Write for descriptive folder describing discounts for term 


POSITIONS WANTED 


ARTIST AND PRODUCTION MAN— 
fourteen years of practical experience 
in all phases of art, engraving, print- 


ing, house organs (now with major 
oil company)—desire change. Age 32, 


married, two children; enormous appe- 
tite for work and eager for advance- 


ment. 

Box 1273, ADVERTISING AGE, Chgo. 
Space salesman, with 4 yrs. selling 
experience, 2 yrs. selling advertising 
space, desires position with successful 
newspaper, magazine, or trade jour- 
nal. Graduate Univ. of Illinois. Lo- 
cated in Chicago, Excellent sales 
record. Now employed. Will travel. 
Box 1272, ADVERTISING AGE, Chgo. 


VERSATILE ARTIST 


Agency-art service experience. Lay- 
outs, finishes, lettering design, color 
retouching. Thorough knowledge of 
photography 
Box 1270, 


ADVERTISING AGE, Chgo. 
Artist and editorial writer—free lance 
experience house organs, ete. Send 
for samples. 155 N. Clark St., Suite 
1706. Dearborn 8453. 


REPRESENTATIVES AVAILABLE 


Live organization covering neighbor- 
hood and metropolitan stores within 
radius 50 mi. Columbus, Ohio. 

Box 1269, ADVERTISING AGE, Chgo. 


REPRESENTATIVES AVAILABLE 


Do you need active effective repre- 
sentation in New York? If so write 
Box 1249, ADVERTISING AGE, N. Y. 


TO RENT 
Priv. Office—comp, service in de luxe 
suite popular loop bldg., Chicago. Ideal 
for congenial representative in lines 
related to Adv., Printing, Lithography. 
Phone STAte 5027 or write 
Box 1271, ADVERTISING AGE, Chgo. 


MISCELLANEOUS 


DIRECT MAIL ADVERTISERS 
Newest process reproduces all sorts of 
illustrated sales letters, broadsides, 
bulletins, charts, testimonial letters, 
price lists, catalog pages, blowups, 
etc., etc. 

Typesetting and cuts unnecessary! 
300 COPIES (8%x11") $2.50 
Additional hundred copies, only 25c. 
Even lower prices for quantity orders. 
Any size furnished. Write for samples. 
Laurel Process, 480 Canal St., N. Y. 


PHOTO POST CARDS 

SEND FOR FREE SAMPLES OF OUR 
NEW PHO AD-CARD. A new and 
novel idea in selling that brings re- 
sults. Don’t overlook this opportunity 
for additional profits. Write today. 
GRAPHIC ARTS PHOTO SERVICE 
3rd & Market Sts., Hamilton, Ohio 


FTC Contends 


Brokerage is 
Separate Law 


Washington, D. C., Oct. 27.—Con- 
tending that the brokerage section 
of the Robinson-Patman law stands 
by itself and bears no relation to the 
rest of the law, attorneys for the 
Federal Trade Commission today 
filed a brief in a case involving the 
reat Atlantic & Pacific Tea Com- 
pany, which, if upheld, will bar buy- 
ers from brokerage allowances re- 
gardless of services rendered. 

J. J. Smith, Jr., and W. N. Baugh- 
man, counsel for the commission, set 
forth that this section of the law 
precludes the A&P or any other 
buyer from receiving brokerage or 
any allowances in lieu of brokerage 
under any conditions. 

Opposing this, the A&P maintains 
that in its buying it is entitled to 
negotiate either on a “net” basis or 
to receive the customary trade allow- 
ances. 

The company contended that its 
buying offices complied with Section 
2 (c) dealing with brokerage, by 
“rendering services” to the _ sellers 
in the matter of trade advice and in- 
formation, technical advice on _ pro- 
duction and distribution problems, 
and other bona fide services. 

The government’s answer is that 
the phrase “except for services rend- 
ered” in the brokerage section of the 


law, relates to the activities of in- 
dependent brokers and not to the 
buying activities of A&P or any 
other purchaser. 
> . 
D’Olive to Crosley 

Charles R. D’Otive has been ap- 
pointed vice-president in charge of 
Refrigeration Division of The Cros- 
ley Radio Corporation, Cincinnati. 


He was formerly with Stewart-War- 
ner Corporation, Chicago. 


Poster Film Out 


McCandlish Lithograph Corpora- 
tion, Philadelphia, has completed 
“The Making of a 24-sheet Poster,” a 
film which will be available for 
showing to advertising clubs, classes 
and other interested groups. 


Gets Baking Powder 


R. B. Davis Company, Hoboken, 
N. J., has appointed Charles W. Hoyt 
Company, Inc., New York, to direct 
advertising for Davis baking powder. 
Newspapers and radio will be used. 


Consumer Views 
to Be Aired in 
N.Y. Symposium 


New York, Oct. 26.—Concentrating 
upon consumer relationships, the 
season’s forum meetings of the Ad- 
vertising Women of New York will 
get under way Nov. 3 with a sympo- 
sium on “Do the consumers get what 
they pay for in fabrics?” 

Major Benjamin Namm, head of 
the Namm Store, Brooklyn, and Miss 
Helen Faith Keane, in charge of fea- 
ture publicity for Bloomingdale’s de- 
partment store, will present the 
advertisers’ side, with representa- 
tives of women’s clubs scheduled to 
speak from the consumers’ point of 


view. Mrs. Andrew J. Nee, presi- 
dent, New York City Federation of 
Women’s Clubs, will act as co-chair 
man with Elsie Stark, director of 
home economics, The Best Foods, 
Ine. Later meetings will take up 


consumer reactions to advertising of 
food products, drugs and cosmetics, 
public services, labeling of foods, 
drugs, cosmetics and fabrics and 
other consumer subjects. 

The purpose of the forum, it was 


outlined, is to combat destructive 
attacks on advertising by misin- 
formed factions and to enlist the 


co-operation of the ultimate consumer 
in attaining a better understanding 
of the contributions made by adver- 
tisers and advertising to his welfare. 


National Publications 


Buys “Business Manager” 


The Educational Business Manager 
«& Buyer, formerly published by the 
Educational Buyers, Inc., Chicago, 
has been acquired by National Pub- 
lications, Ine., Chicago. Lloyd Morey, 
comptroller of the University of Illi- 
nois, will continue as chairman of 
the editorial staff on the educational 
publication. 


. . 
Grueninger Resigns 

Walter F. Grueninger has resigned 
as circulation and publicity manager 
of the Nation to join Survey Associ- 
ates, Inc., New York, publisher of 
Survey Graphic and Survey Mid- 
monthly, as business manager. 


Opens Chicago Studios 

Jack G. Lawson, who has sold his 
New York studios at 444 Madison ave- 
nue to Bertha Tallman, has opened 
studios in Chicago at 308 North 
Michigan avenue. 


Biscuit Show 
Goes to Homes 


by Mobile Unit 


Cincinnati, Oct. 28.—First use of 
a mobile short wave unit on a daily 


sponsored broadcast was claimed by] 
Station WSAI today with inaugura. 


of a 15-minute 
for Streitmann 


tion 
gram 
pany. 
The 
street 
viewer 
homes 


afternoon pro. 
Biscuit Com. 


program, 
technique, 
into a group 
daily. The 


of Cincinnat 
broadcasts 


staged within the homes with the in.! 
terviewer ad-libbing as he passes tof 


the next depot. 
George H. Streitman, secretary of 
the company, is handling the pro. 


gram with Harry M. Miller, Inc., the? 


agency in charge. 


“Scholastic,” G-F 


Sponsor Design Contest 
New) 


General 
York, 


Foods Corporation, 
maker of Baker’s chocolate 


and cocoa, in co-operation with Scho-§ 
lastic, high school weekly, is spon-7 


soring a package design 
with prizes for the best designs of 


confectionery or chocolate products 7 


and for any grocery product. 


The contest, open to high school 


students, closes March 19, 1938, and 
the best work will be exhibited at 
Carnegie Museum, 
2-22, 1938. 


Issues Largest Number 


House Furnishing Review has 
issued its October annual number, 
the largest ever published. It con. 
tains 320 pages, the directory sec- 
tion covering 192 pages. 


Smith with AudiVision 

Ned C. Smith, formerly with Hays 
MacFarland & Co., Chicago, and 
Campbell-Ewald Company, New York, 
has joined the script writing staff of 
AudiVision, Inc., New York. 


Pittsburgh, May ~ 


WE GOT 
IDEAS! 


24 major ideas that bettered 
‘stat work these last several 
years came from Rapid. 


WE GOT 


UALITY! 


There isn't any better ‘stat 
work than Rapid's! 


WE GOT 
SERVICE! 


Rapid's original 45-minute service 
has been copied—but NOT what 
you get! Since it costs no more, 
why not call Rapid?— 


AND NOBODY’S 
GOT RAPID’S 
KNACK ! 


RAPID 


COPY SERVICE CO. 


6 BRANCHES: NEW YORK, 415 Lexing- 

ton, 444 Madison, WAnderbilt 3-3680 

CLEVELAND, Ninth — Chester Bidg-, 

MAin 9335 e CHICAGO, 110 So. Dear- 

born, 228 No. La Salle, 360 No. Michigan 
Ave., STAte $977 
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6. H. LORIMER, 


Unit! FAMOUS EDITOR, 


cool) IS TAKEN AT 69 
1 a daily | 
imed by] 
naugura. & panes 
ON pro-k . 
it co aHewed “Saturday Evening 
j 
nonine ) POSt’? Into Great Weekly 
ie inter] 
neinnati§ 
ists are Philadelphia, Oct. 26.—Services 
1 the in. were held at Wyncote, Pa., yesterday 
asses tpumfor George Horace Lorimer, famed 
former editor of The Saturday Eve- 
etary of ™ning Post, who died late Friday night 
the pro@™®following a brief illness of pneu- 
Inc., the™mmonia. A great outpouring of his 
Wiriends, including many advertising 
men, marked the somber occasion. 
Mr. Lorimer, who was 69 years old, 
retired as chairman of the board of 
ontest | the Curtis Publishing Company at the 
n, New first of the year. Prior to that time, 
hocolate Whe held many posts of high respon- 
“ pote sibility. He was made vice-president 
contest i of the publishing company in 1927. 
signs of) in October, 1932, following the death 
oducts) of Cyrus H. K. Curtis, he assumed 
) the presidency. Two years later, he 
School] felt the need of less arduous duties 
edges g and became chairman of the board, 
h, May g the work he relinquished at the first 
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of 1937 to enjoy the fruits of his 


> labors. 


Born in Louisville, Ky., Oct. 6, 


q 1868, Mr. Lorimer migrated to Chi- 
"cago as a boy, later finishing his 


education at Colby College and Yale. 
-He worked for Armour & Co., Chi- 
cago, for some years, among other ac- 
_tivities as secretary to P. D. Armour, 
and made a conspicuous success in 
that growing packing company. He 
relinquished a good salary, however, 
to heed the call of the pen as a cub 
reporter on the Boston Post. 

It was close to the turn of the 
century when Mr. Lorimer joined 
Mr. Curtis, who had purchased the 
‘Struggling Saturday Evening Post 
“nd had made great plans for it. 
Young Lorimer was left in charge of 
the magazine while Mr. Curtis went 
to Europe in search of the great 


In Preparation 


THE FAIR 
TRADE ACTS 


By STANLEY A. WEIGEL 
of the San Francisco Bar 


A handbook for business executives, 
fully explaining the Acts, the various 
problems and methods of distribu- 
tion they involve. Appendix will in- 
clude complete texts of the forty-two 
state Fair Trade Acts, the Miller- 
Tydings Amendment to the anti-trust 
laws, and legal forms. 

An authoritative and  compre- 
hensive volume for executives in 
— wholesale and manufacturing 
ines. 

Pre-publication price $4.00. Off 
the press soon, whereupon price will 
a $5.00. We suggest immediate 
order, 


The FOUNDATION PRESS, Inc. 
il South La Salle Street, Dept. A 
| Chicago, Illinois 
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George Horace Lorimer, who played a 

major role in development of The Sat- 

urday Evening Post into the great mass 
circulation weekly magazine. 


editor who was to imbue the Post 
with the vitality and genius required 
to create the great national weekly 
which Mr. Curtis saw in his mind’s 
eye. The pattern had _ previously 
been cut by the Ladies’ Home Jour- 
nal under direction of Edward Bok. 
But another Bok was not found in 
Europe, and Mr. Curtis returned to 
the United States with the problem 
still engrossing all of his faculties. 

He found that the youthful Lori- 
mer had already built so well that 
the Post was on the way to the great 
reputation and circulation it was to 
acquire during the coming years. 
While Mr. Lorimer of necessity 
bought some fiction from established 
authors, he harbored the conviction 
that the era being entered by the 
United States required a new type of 
fiction by authors yet unknown. He 
sought these authors with great dili- 
gence and both the Post and the 
writers prospered. 

Mr. Lorimer did not rely alto- 
gether, however, on _ fiction. The 
United States had emerged trium- 
phant from the Spanish war. It had 
tried its armor and found that it 
housed a strong young body ready 
for new adventures. Though it was 
the age of McKinley and Theodore 
Roosevelt, the trust buster, it was 
also the era of the greatest business 
expansion in the history of the 
United States. 

Industrial leaders were enthralled 
by the visions they saw, and young 
men everywhere were fascinated by 
the possibilities which lay ahead. 
Stories of business were read avidly 
and Mr. Lorimer’s experience pro- 
vided the background for sound arti- 
cles on this subject. “The Letters of 
a Self Made Merchant to His Son,” 
which embodied the Armour philos- 
ophy, was the most widely discussed 
literature of the times. 

Mr. Lorimer also enlisted’ the 
greatest artists of the day for The 
Saturday Evening Post covers and 
fiction. In this regard, he set the 
pace for many advertisers, who 
adopted the Post formula with profit. 

Mr. Curtis believed that maga- 
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THE FINEST 
AT 


FAITHORN 


FINEST ENGRAVING 

FINEST TYPOGRAPHY 

FINEST PRINTING 
You can use one or all— 


ivst as you wish, but all 
are here, ready to serve 


Today there’s a one best way in every- 
thing. Faithorn COMPLETE SERVICE offers 
you the best way to produce the mechan- 
ical requirements of your advertising 
“ —(1) ad-setting, (2) engravings and 
(3) printing —all under ONE roof. Only 
ONE contact and ONE order necessary. 
Faithorn can save you TIME, TROUBLE and 
MONEY. Exceptionally well fitted to sub- 
mit ideas, write copy, prepare sketches 
and typographic layouts. Try us soon ! 


FAITHORN CORPORATION 


PRINTING 


you... Speed, economy 


Ad-Setters - Engravers - Printers 


and satisfaction assured. 


504 Sherman St.,Chicago Phone Wab. 7820 


DAY AND NIGHT SERVICE 


zines, too, had something good to 
sell, and that his editors, knowing 
so well the nature of the merchan- 
dise, were the logical ones to tell the 
story to the public. Accordingly, 
Mr. Lorimer wrote much of the Post 
newspaper copy of that day which 
resulted in the largest magazine cir- 
culation in the country and estab- 
lished the Post firmly as the leading 
weekly. 


LORIMER SPAN SAW VOICE 
OF ADVERTISING MATURE 


St. Louis, Mo., Oct. 27.—William C. 
D’Arcy, president of the D’Arcy Ad- 
vertising Company, St. Louis, who 
had many personal contacts with Mr. 
Lorimer, as well as his associates, 
Mr. Curtis and Mr. Bok, made the 
following comment to ADVERTISING 
AGE: 

“Mr. Lorimer’s long life and con- 
tribution to business and _ public 
thought constitute something in 
which all those whose yes are open 
can see tremendous values. His loss 
of course is measured by many and 
from various points of understand- 
ing. Men will have to step into his 
place and make new records to en- 
large the platform and the services 
that he and others of another genera- 
tion have made so substantial. 
“When Mr. Lorimer went into the 
business of publishing with Mr. 
Curtis and Mr. Bok, the _ so-called 
magazine was something of an experi- 
ment and a side-show. It lacked the 
kind of distribution that it required 
and it was lacking in the substance 
that would give it force. What has 
been done in the meantime has made 
the publishing business and _ the 
business of advertising the real voice 
and service of a nation.” 


BATTEN CITES APPEAL 


TO TYPICAL AMERICAN 
Philadelphia, Oct. 28—Comment- 
ing to ADVERTISING AGE on the con- 
tribution of George Horace Lorimer, 
Harry A. Batten, president of N. W. 
Ayer & Son, Inc., said today: 

“No other editor in United States 
history knew and expressed so well 
the ideals and ideas of the typical 
American. By creating a publication 
that strongly appealed to this great 
group, he provided national advertis- 
ers with a means of reaching the 
world’s greatest market. He was an 
outstanding editor who made a 
unique contribution to the expansion 
of national advertising as an integral 
part of American business.” 


VIEWS LORIMER’S 


PERSONAL INFLUENCE 
New York, Oct. 28.—Arthur Kud- 
ner, president, Arthur Kudner, Inc., 
said today: “George Horace Lorimer 
was more than a great editor. He 
was a great man. His ideas and 
standards of living not only helped 
to build a great magazine but spread 
over to and influenced all contingu- 
ous business.” 


LORIMER DRAMATIZED 


BUSINESS ROMANCE 

New York, Oct. 28.—Stanley Re- 
sor, president, J. Walter Thompson 
Company, said: 

“George Horace Lorimer was the 
greatest force in dramatizing the ro- 
mance of commerce and in creating 
for the first time a numerically im- 
portant publication designed to in- 
fluence men as well as women. The 
idea of a 5-cent weekly magazine 
for which no editorial material was 
too expensive was distinctly the con- 
ception of Lorimer. The editorial 
achievement of giving every Ameri- 
can home such remarkable value for 
a nickel had great influence in uni- 
fying and_ solidifying American 
tastes, objectives and ways of living. 
The fact that America is national in 
thought as well as in political form 
is largely due to editorial thinking 
of the kind for which Lorimer cre- 
ated the formula.” 


DEVELOPED POWERFUL 


MERCHANDISING WEAPON 
New York, Oct. 27.—Lynn B. Dud- 
ley, treasurer and media director, 
Campbell-Ewald Company, comment- 
ing on Mr. Lorimer’s contribution, 
said: 

“The Saturday Evening Post under 
his editorship became a_ powerful 
weapon in merchandising. It helped 
broaden distribution and _ accentu- 


ated mass production. His was the 


PUBLISHER PASSES 


E. H. Harris, puslisher of the Richmond 
Palladium and Item, and long an ANPA 
leader, who died last week. 


product which received the approval 
and patronage of millions of people. 
The part which this product played 
in introducing manufactured articles 
to an enlarged audience in the last 
38 years will always be a monument 
in our opinion, to George Horace 
Lorimer—editor and salesman.” 


E. H. HARRIS, } RICHMOND 


PUBLISHER, DEAD AT 57 
Richmond, Ind., Oct. 25.—Edward 
H. Harris, 57, publisher of the Rich- 
mond Palladium and Item, and for 
many years prominent in affairs of 
publishing organizations, died last 
night of a toxic glandular ailment. 

Mr. Harris came into special prom- 
inence as chairman of the radio com- 
mittee of the American Newspaper 
Publishers Association and served so 
well in that post that in 1934 he was 
elected secretary of the ANPA, and 
re-elected every year since. He also 
served as an ANPA director for 10 
years. He was president of the In- 
land Daily Press Association in 1929 
and 1930. 

The Richmond newspaper _ pub- 
lisher was one of the irreconcilables 
as far as broadcasting of sponsored 
news was concerned, taking the view- 
point that when news is commercial- 
ized, it immediately becomes subject 
to prostitution. As recently as 1935, 
he asked the Inland Daily Press at 
a Chicago meeting whether it 
thought metropolitan newspapers 
should introduce its stories in this 
manner: 


Idea for Newspapers 


“Ladies and Gentlemen: The dou- 
ble column story of vast importance 
which is herewith presented comes 
to you through the courtesy of 
Messrs. Blank and Blank, the largest 
manufacturers and distributors of 
hot air appliances in the world. 

“When you read this story, just 
recall that it has come to you 
through the courtesy of Messrs. 
Blank and Blank. We hope you will 
enjoy it and we especially hope that 
when you next buy a hot air appli- 
ance, you will keep Messrs. Blank 
and Blank in mind. Try their appli- 
ances and you will never use any 
others.” 

Mr. Harris’ efforts were largely re- 
sponsible for formation of the Press- 
Radio Bureau, as a solution of the 
problem of providing a limited vol- 
ume of authentic news for radio 
stations. Its work, however, was 
largely nullified by entrance of news- 
gathering organizations into’ the 
radio field, as well as by the fact 
that there was little unanimity 
among publishers as to the restric- 
tions to be imposed on radio news, 
many newspaper stations operating 
radio stations. 


T. R. WILLIAMS, DEAD 

Pittsburgh, Oct. 25.—Thomas R. 
Williams, 59, secretary of the Pitts- 
burgh Publishers’ Association for 
five years, died Thursday at his 
home here. He spent 23 years with 
the Pittsburgh Press, then joined the 
Gazette-Times and Chronicle-Tele- 
graph as assistant publisher. Later 


he became business manager of the 
Sun-Telegraph. 


WFBR MAKES 
RADIO AVAILABLE 
TO SMALL DEALER 


Community News and Views 
Program Gets Neighborhood 
Store Tie-Up 


Every manufacturer of adver- 
tised brands has noticed, in recent 
years, a definite swing toward 
neighborhood center stores away 
from the big center-of-the-city re- 
tailers. 

In every large city there are a 
number of smaller “cities within 
cities” that are self-sufficient com- 
munities. Due to parking and 
traffic problems, the residents of 
these “neighborhood centers” are 
increasing their volume of pur- 
chases from the local community 
merchants. 

In Baltimore, WFBR has rec- 
ognized the importance of the 
merchandising in these commu- 
nity centers to the makers of na- 
tionally advertised merchandise, 
with a special] series of programs 
each day at 1 to 1:30 P. M. called 
COMMUNITY NEWS AND 
VIEWS, made up of music, local 
news and guest speaker. Each 
day of the week the program is 
devoted to a different community 
as follows: 


Monday: WAVERLY 

Tuesday: CATONSVILLE 

Wednesday: HAMILTON 

Thursday: PIMLICO 

Friday: HIGHLANDTOWN 

Saturday: SPARROWS POINT 
& DUNDALK 


Merchants in these communi- 
ties, for the first time able to use 
radio advertising without waste 
circulation, have hastened to sign 
up for participating sponsorship. 
Seventeen have already gone on 
the air, with others following day 
by day. 


Local Flavor 
means Local Favor! 


OTHER WFBR 
“LOCAL FLAVOR”’ 
TIE-UPS 


Newspaper tie-ups 
with 7county papers 
& 


Movie tie-ups with 
8 neighborhood 
theatres 


Complete mobile 
radio station 


Local Flavor 
means Local Favor! 
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RD PETRY & CO. 
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LEADS 2!/72 TO 1 


Of Four Stations Broadcasting the Same 
Program WDAF Leads in Listeners 2!/2 to I 


a 


It was a unique test. Made when four Kansas City net- | 
work stations were all broadcasting the World Series base- | 
ball games. For once no station could claim any advantage ; 
or disadvantage in program popularity. Everything was even 
on that score. 


i The check-up was made by the Ross Federal Research 
: Corporation, a national fact-finding concern, October 6, 8 and 


9 during the hours the World Series baseball games were ‘ 
being broadcast by all four stations. 


The result: 


Listeners 


: Ma TOT casas ecssssscsscsissisccsscssesssons 26.3% | 
Two Other Stations 200.0000. 9.6% 


One Program! | 
Four Stations! 
WDAF Leads, 2% to One! 


Details of this and other independent surveys may be obtained from any representative of WDAF. 


WW DAF e 610 KILOCYCLES 


DAY 5.000 WATTS NIGHT 1.000 WATTS 
OWNED AND OPERATED BY THE KANSAS CITY STAR 
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BETTER AIR CONDITIONING NEEDS THE UNIFORM 
WARMTH WHICH RADIATORS GIVE! 
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America. 


This illustration features American Radiator Company's message in magazines for 
combined radiator heat and air conditioning. 


TALKS IT OVER WITH PLANT OWNERS 


WHITE FLASH 


MOTOR Olt 


Pierson A. Skelton (center), National Outdoor Advertising Bureau, New York, 

gives Leonard Dreyfuss, United Advertising Corporation, Newark (left), and 

G. E. Olendorf, Olendorf Company, Springfield, Mo., agency viewpoint on out- 
door advertising at the St. Louis convention. 


OF THE WEEK 


WARMTH FOR RADIATOR MESSAGE 


STORY ENCLOSED 


tad As Smcoth and alcomporting 


a) an oft rocking chair 


Ben Burk, Inc., Boston, combines a book- 

let and label in this new package for 

Rocking Chair blended whisky, with the 

label “unfolding™ to reveal its origin and 
history. 


— FREFSTATHERS: 


This new display is being distributed by Oldetyme Distillers, Inc.. New York, 
for Three Feathers whiskies. It invites consumers to taverns to get feathers bear- 
ing colors of colleges in leading football contests for the week. 


AGENCY EXECUTIVES AT OUTDOOR SESSIONS 


W. Bolton (left), McCann-Erickson, Inc.; Frank T. Hopkins, National Outdoor 

Advertising Bureau head, and Gene Zuber, Campbell-Ewald Company, turn wary 

space buyers’ eyes on outdoor developments at the 47th annual convention of 
the Outdoor Advertising Association of America. 


GOVERNOR OF MAINE GETS OFFICIAL PRODUCT SUPPORT 


Gov. Lewis O. Barrow (right), of Maine, 
executives: Governors George D. Aiken 


PAINT MAN HEARS OF BIG PLANT DEVELOPMENTS 


Cc. M., Lamperly (center), advertising manager, Sherwin-Williams Company, Cleveland, flanked at the St. Louis outdoor 
convention by B. W. Robbins (left), General Outdoor Advertising, Chicago; R. D. French, Outdoor Advertising, Inc., Chi- 
©ego; George W. Kleiser, Foster & Kleiser, San Francisco, and W. Rex Bell, president, Outdoor Advertising Association of 
(Story on Page 32.) 


ets support for the state's new packaged potato campaign from these fellow chief 
left), Vermont; Harold Hoffman, New Jersey; Charles D. Hurley, Massachusetts, 
and Francis P. Murphy, New Hampshire. 


COAST 4 A'S GET RESEARCH FACTS 


Henry Eckhardt, board chairman of the American Association of Advertisi 

Agencies, listens attentively while Pauline Arnold, vice-president, Market samc 

Corporation of America, addressed the annual Coast Four A's convention in 

Del Monte, Cal. A record “a heard these and other nationally known 
a rities. 
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